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DUNHAM’S TYROLEANS® 


NHA hy, 


°” S_ 
1885 


F 5" 


% 1960 gv 
a 
Onn sv? 


IN 1960, OUR DIAMOND JUBILEE YEAR, 
MORE RETAILERS THAN EVER WILL KNOW WHY 


ITS GOOD BUSINESS TO DO BUSINESS WITH 








Dunham's, in addition to TYROLEANS®, produces other nationally- 
recognized lines of footwear for dress, work and play, including: 
PLAYBOYS, SILV-A-LINE, DURAFLEX, GREAT SCOTT, WAUKEZY, 
RUGGARDS, HIGH TENSION, SUBURBANS, GREEN MOUNTAIN, 
VERDMONTS, SLIPPERS, LOAF-AIRES, CORVAIRS and others. 


BRATTLEBORO 
VERMONT 


In England—G. B. Britton & Sons Ltd., Bristol 
In Canada—Greb Shoes Ltd., Kitchener, Ont. 





METALLIC and COLORED 
Patent Leather 


Dramatic metallic patent leather colors highlight 
the newest approach to fashion in the subtlety 
of Copper, Bronze, Gunmetal, Amethyst, Blue Shadow and 


Topaz, and the vibrancy of Emerald and Black Raspberry. 
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Fashion Coordinator 
COLONIAL TANNING COMPANY, INC a, 
BOSTON 11, MASSACHUSETTS U/ 








Famous SEAMLESS BACK 


TRADE MARK REG. US. PATENT OFF. 


For Children of All Ages 


AS ADVERTISED IN PARENTS MAGAZINE 


In Stock 4125 
Black Oxford 

with Allenite Tip 

Leather Sole 

6% to 8, B,C, D, & E, 

Spring Heel 

814 to 12, A, B, C, D, E, & EE, 
Spring Heel 

12% to 3, A, B.C, D, E, & EE, 
Rubber Heel 

Also in-stock in Brown, 

No. 4165 


No seams in back, inside or outside, to rip or tear 


or hurt tender young feet. Quality Craftsmanship, 


combined with fine tailored styling makes Kali-sten-iks 


“A Capital Asset in Your Store.” 


PTHeE GILBERT SHOE CO., THIENSVILLE, WISCONSIN 
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UNDER $10... THE MARKET WITH THE PEOPLE, THE PAIRAGE, THE VOLUME... THE MARKET 
THE AMERICAN GIRL SHOE REACHES, MOST PROFITABLY, BECAUSE WE'VE BEEN AT IT FOR 
YEARS — WITH EVER INCREASING SUCCESS. 


“| BRAND IN THE “B10 9. FIELD 


| SALES POWER. WITH AMERICAN GIRL YOU GET A COMPLETE LINE 


flats, sports, casuals for the teen market + casuals and pumps for the career market + ‘comfort’ and 
street shoes for the older market. . . novelties, basics, nurses, etc. 288 A Street, Boston, Mass. 
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ELASTOE is a new soft box toe 
primarily designed for double and triple 
needle point shoes. It is easy to last, 
wipes in without fight at the bedlasting 
machine... and your lasts can be pulled 
quickly. Elastoe faithfully reproduces 
and retains the crown of the last and 
yet has the resiliency that is so impor- 
tant to every good shoemaker. The qual- 
ities of Elastoe are truly hard to believe 
until you see it in operation in your own 
factory. 


Beckwith are the manufacturers of the 
famous quality line of thermoplastic, 
solvent-activated and softie type box 


toes. 


ELASTOE 


lele> annel= 


203 Arlington Street + Watertown, Massachusetts 


SUBSIDIARIES, Beckwith Mig Co. of Wisconsin — Milwovkee + Beckwith Box Toe, Limited, Sherbrooke, P.O. Conode 
Victory Plestics Co, Hudson, Moss. + Sofety Box Toe Compony, Boston, Moss. + AGENTS: Wright-Guhmon Co., St. Louis, Missouri + Dellinger Soles Co., Reading, Pe. 
The Geo. A. Springmeier Co., Cincinnoti, Ohio + Factory Supplies, inc, Milwoukee, Wis. + Moore & Giles, Lynchburg, Vo. 
T. Wingfield, iid, Aucklond, New Zeclond + A. Mushin & Miller Pty. Lid, Melbourne, Australia + Ramil A Co. Boston, Moss. for Latin America ond South Africe 
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shoes 
only 
look 


alike... 


| P ELLON jinnersoles make the difference! 


MAKE THIS TEST 
AND SEE THE DIFFERENCE 


PELLON performs two ways for you—1. As a product. 2. As a brand. 

True flexibility distinguishes Pellon from imitators. Pellon is the brand with unequalled 
customer confidence. Let your customers know ‘there’s Pellon inside’ the shoes 

you sell. Booklets are available without cost for insertion in shoe boxes. 


PELLON CORPORATION Empire State Building, New York 1, N.Y 
Shoe Sales Division : 


IRVING J. FIFE & Co. 432 Park Ave. South, New York 16, N. Y. 
OPeLiLOw (© THE PEOIETERED TRADE Maee OF THE PCLLON CONF 
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PX MR. NEOLITE SAYS: YOUR FINEST SHOES CAN BE EVEN FINER 


‘NEOLITE FLEX SOLES... 


You can boost the sale of even your best-selling quality line with these famous soles. 
NEOLITE Flex Soles add comfort, elegance and salability to every style of women’s and 
men’s shoes. More and more leading manufacturers are using these remarkable new 


CU) ¥477-\ 3) 


soles with results that will excite you. Be sure you get the facts. Call your Goodyear Repre- 
sentative or if you prefer, write to Goodyear, Shoe Products Division, Akron 16, Ohio. 


SO FLEXIBLE 


: r YOU CAN BEND 
CUSTOMIZED THEM WITH YOUR 


NEOLITE FINGERTIP! 
FLEX SOLES ; 





Excellent Retail Selling Advantages 
@ Looks and is smooth and meliow! 


@ Absolutely uniform and flawless . . . and 
looks it! 





Sound Manufacturing Advantages 

@ Remarkably improved with better finish- 
ing characteristics for processing with 
existing equipment, requiring no special 
bottoming technique. 


@ Easy to apply . . . minimizes factory labor. 





Plus the Regular NEOLITE 
Flex Sole Features 


@ Extreme flexibility and lightness! 


@ Truecomfort . . . long wear! 





Watch the award-winning GOODYEAR THEATER on TV every other Monday evening 


LOTS OF GOOD THINGS COME FROM 
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WHEN THEY FEATURE THE MOST FAMOUS SOLE OF ALL 


WONDROUSLY COMFORTABLE... 
SO AMAZINGLY FLEXIBLE AND LIGHT 


!ANEOLITE 


PILLO-FLEX 
SOLES 


WITH ELASTO-CREPE INSERT, 
THE BUILT-IN PILLOW FOR 
MAGIC WALKING COMFORT 





Here’s the sole that is setting a whole new 
fashion trend . . . the excitingly different 
NEOLITE Pillo-Flex Sole that so gracefully 
combines high style with slipper ease com- 
fort. The secret is in the magic Elasto-Crepe 
insert—right at the ball of the foot to cush- 
ion every step. And, it adds a unique fash- 
ion note to the most glamorous new styles. 


¢NOW SETTING A FASCINATING 
NEW FASHION TREND 








j 


y 
GOOD, YEAR 
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the men 
who bank 
more... 
bank on 
LEATHERS 
by 
IRVING 


IRVANA 

UNIQUE 

FEATHER LEATHER 
ONYX 

LUXTAN 

UNIGLOVE 

VELNAP 

PLAYNAP 


Irving Tanning Company 
134-140 Beach Street, Boston 11, Massachusetts 


see you at the leather show, statier-hilton BOOTHS 53 and 54 
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Too Young 
Or Too Old... 


Population exerts an ever-present pressure on mar- 
keting policies of business; and now may be a good 
time to look at some of these trends and what they 
mean to the marketer. 

The new census ... the 18th Decennial Census . . . 
will probably reveal that more people have been 
added to the population of the U. S. in the past ten 
years than in any other decade in history. 

“The simple reason,” says SALES MANAGEMENT, 
“is that more people are coming . . . fewer, propor- 
tionately, are going. 

“The result—big, fast growing bulges at either end 
of the population curve, The 1960 figure for the 
over-65 group will round off at nine per cent. The 
under-14 age group will account for about 30 per 
cent of population. 

“It's the group in between the youth and geriatric 
markets (about half the population) that will have 
to keep the wheels turning all up and down the line. 
“There are many other trends that will be pointed 
up by the Census: 

“The move to the suburbs continues at a rapid 
pace as families have more money and cities get 
more congested. The shopping center boom is far 
from over. 

“The move away from the farm to jobs in industry 
will continue, with the result that the farmers who 
remain will get a bigger slice of the farm dollar. 
This means, proportionately, more disposable in- 
come. 

“More women workers mean higher family incomes. 
Now, about 36 per cent of women are in the work- 
ing force. It will increase to 39 per cent by the 
end of the decade. 

“It is apparent that all of these changes create a 
market in which virtually half the people are in 
traditional ‘too young’ and ‘too old’ categories. 
Moreover, it is a market in which these groups have 
new importance as consumers.” 


a ee Ce, 


Publisher 
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_SUMPING- JACKS 


from the shows: 


ATLANTA—“New line your best ever— 
Suggest you cut vacation short and make 
more velvet step-ins #9872...” 


JOE McC: Will do! 
NEW YORK—“Fall line has a lot of 
‘goodies’, but you must add the 121% to 4 
sizes of the Nylovel Patches to the teen 
size run 444 to 10...” 
JOE McC: Okay, it’s being added! 
ST. LOUIS—“Business on the new 
BRISTOL boys’ types will double for fall 
must add sizes 1114, 12 and 13—-Young 


men on the way up now have better and 
bigger foundations...” 


JOE McC: Shoes will be available 
in these new sizes August 1... 


DALLAS—“New tapered toe lasts in 
children’s and youths’ JUMPING-JACKS 
Seniors a most welcome addition—Make 
sure your crystal ball allows for plenty of 
stock, especially on new step-ins...” 


JOE McC: We get the message! 


LOS ANGELES—‘“Miracle materials of 
Nylovels for little gals and Scotchgard 
bucks for boys will be in heavy demand .. .”’ 
Special note from Mel Dickson: “I’l] under- 
write given pairage if necessary.” 


JOE McC: Love that enthusiasm! 


PS. to all alert Shoe Men: There's always 
something new at... 


VAISEY-BRISTOL SHOE CO. 


Monett, Mo. 














the one that tells "em.... 





.. 1s the one that sells ’em 





“That’s the basic picture, let’s take it from there.” Whether it’s leather 


or the latest sales curve under consideration, men at the management 


level rely on the RECORDER for the research and information that 


helps put the whole picture together. It’s the only publication that reflects 


every facet of shoe business interest, every operational detail. The men 


who read it—need it. They prove it by their rate of renewal ... over 7% 


higher than the national average of 284. trade magazines! Get your share 


of their consistent attention — your share of the budgets they control. 


READERSHIP — Considered, 
by a wide margin, the “most helpful” 
publication in all shoe categories, according 


to a recent Nationa! Analysts, Inc. survey. 


VITALITY — 43,000 reprint requests in 
ten months — and the highest subscription 


renewal rate in the trade — 74.74%. 


If you missed any of these ’ 5 
: : Functional : 


significant articles ~ connanen 
PTs . 
send for reprints to IN SHOE Footwear 


Boot & Shoe Recorder, MERCHANDISING 
Philadelphia 39, Pa. 








IMPRESSION — Exposure time 
for each issue is longer by months 


than any competitive publication. 


IMPACT — Superior quality and clarity 
of reproduction plus full color availability, 


provide maximum visual power. 


— cl, 
1959-60 
Shoe 
Industry 
Facts and 
Figures 
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ARLBORO by Lawrence is a new 
leather with a look of luxury 
that will drive you to think! You 

wanted a leather with manly charac; 
teristics for unlined shoes yet light 
‘enough to be camfortable. when 
lined. You wanted a leather with a, 
new feel — a new look — a new tan- 
nage. You've got it with Marlboro. 


Have you sampled it yet? 


In Calfskin, Side Leather, Sole 
Leather, Sheepskin or Shearling, 
Lawrence's creative approach 
toward leather and its world-wide re- 
sources bring you quality products 
and expert personal service — both 
with imagination. A. C. Lawrence 
Leather Co., A Division of Swift & 
Company (Inc.), Peabody, Mass. 


ic enough to 


drive 
NIKE 
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WEINBRENNER’S THOROGOOD MEN'S SHOES BROOKS SHOES FOR BOYS STEPMASTER SHOES FOR CHILDREN 


hsiear: 


<n eee ar Pear ceria Geta te a Serer 
. Oe tty eee Rate Sm Oy coe mt 
oe Re RE ae Pm Re 


5 “eee tts Peesre + tm tomes GH, Weer tea /reerrre ... 


» 


— 


WAMSETEAPICIFIE — mre saames 


ONLY PACIFATE PROTECTED LINING IS APPROVED 


@ There's only one PACIFATE ...exclusive famous germicidal-processed lining that 





is fully effective, for the life of the shoe! ™ PACIFATE prevents reinfection from athlete's 
foot from the lining; retards foot odors due to perspiration and bacterial decay. 


@ PACIFATE actually adds value to your shoe by preventing drying and cracking of 
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E-) FUN SHOES FOR LITTLE TOTS 


PACIFATE woicgs 
in Emdag tot shoes 
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. BY THE NATIONAL FOOT HEALTH COUNCIL ‘7°: 


leather due to rot, keeping it soft and supple for greater comfort and longer life. 


® Feature PACIFATE as your big selling plus. PACIFATE is the only lining that is nation- 
ally advertised... has general public acceptance. Write for details on how PACIFATE 


Lining can be used to increase your shoe sales. WAMSUITA'/PIC1F—IC® 


INDUSTRIAL FABRICS 
1430 Broadway, New York 18, N.Y. 
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Naugatuck PARACRIL 0ZO fees 


0ZO Sole 





ist sailed 


Conventional Sole 


6-year-old proves PARACRIL OZO 
far outwears best competitive sole! 


A typically active young boy in a small Ohio town has 
added to the evidence of numerous laboratory and actual 
wear tests—shoe soles made of new PARACRIL 0Z0 outwear 
oll others 3 fo I! 

Two pairs of shoes were used in this test, each pair 
worn every other day to provide similar test conditions. The 
first pair, with good quality conventional soles, became 
unfit for use in a little over six weeks’ time. Yet the shoes 


with PARACRIL 0ZO soles—despite the kicks, scrapes, grinds, 
and special kind of abuse for which little boys are known 
—showed only a fraction of the wear. At the end of the test 
they were still good for months. 

Take a tip from the tot. Insist on PARACRIL 0ZO soles 
for the shoes you sell. It makes a major selling difference. 
To learn more about PARACRIL 0ZO, write the address 
below. Names of sole manufacturers on request. 


Naugatuck Chemical 





 635P Elim Street 


Division of United States Rubber Company Naugatuck, Connecticut 


Sebber Chemicals - Syathetic Rubber - Plastics - Agricelteral Chemicals - Reclaimed Rubber - Latices 


16 


CANADA: Naugatuck Chemicals Division, Dominion Rubber Co, Ltd, Elmira, Ontario - CABLE: Rubenpert, & .: 
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Still the favorites with millions 
of women, these little stacked 
heels ... these comfortable 


wedgies. They walk high in 
fashion, high in sales, right 
through the season. For more 


all-time favorites — and for new 


entries, too — write for the 
complete Viner In-Stock catalog. YyOung and gay 


in every W 
IN-STOCK _——s 


Retail $6.95-$9.95 Shoe Craftsmen Since 1905 








NURON -CREPE TRU+CLIDE ZEPHYR 
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EVERFLEX VELVA- FLEX 


GUM -TRED SPIRAL 


AMBIRCO FLUTED TRU-GLIDE 
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NYLON CORD NEOPRENE 


SURESTEP NEOPRENE SAF -T-STEP NEOPRENE CORK 





saat ililliy 
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Bi Miiip 


NURON-CREPE WAVE DESIGN CONTINENTAL DESIGN 


HI-LITE FLEX-RITE 


ie 


World 5 .> 


_...with the selling features, «_/ 
quality and value that < 
best serve your needs = / 


7 
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a 
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\ BILTRITE 


HEELS AND SOLES 


AMERICAN BILTRITE RUBBER CO. 
CHELSEA 50. MASS 
Warehouses 4464 District Boulevard. Los Angeles 1010 Gratiot Street 
in Canada American Biltrite Rubber Co (Canada) Ltd Sherbrooke, Que 


r’ . 
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Genuine 
Deerskin 


(ms Leia 


(Bellaires. 


now 


THE Success STorY OF THE YEAR...a won- 
derful new Idea in comfort and fashion! Gen- 
uine Deerskin . .. softest, lightest, loveliest of 
leathers. Mere ounces in weight . . . as flexible 
as a glove, and almost as light. Luxurious full 
length deep Air Pillow Cushion . . . America’s 
softest step. These luxury casuals have every- 
thing " woman wants... at a price she wants 
to pay! In-Stock of course, for fast delivery to 
your store. 


IN-STOCK 
Sizes 4 to 11 
Widths N-M-W 
Price $7.50 


CUSHIONIZED BELLAIRE SHOE CO. 
Portland, Maine 





Smart new styling in 
the BFG and Hood line 
makes these famous 
casuals an all-weather 
sales success! 


B.F.Goodrich and Hood Footwear 
have created the Ski-Lodge Look to 
bring you the extra profits of casuals 
all year ’round. They’ll be introduced 
nationally this fall with a high-powered 
ad campaign all their own. So be wise, 
winterize your profits. Organize a win- 
ter casuals display for your store featur- 
ing this exciting new line of all-weather 
casuals in corduroy and nylon suede. 


TURN THE PAGE FOR MORE EXCITING BFG AND HOOD FOOTWEAR NEWS 





BFG report to homemakers 
Snug and sassy- 
the exciting new Ski-Lodge Look 


in casuals 


HIGH-POWERED 3 
NATIONAL 


ADVERTISING 
HELP 


The Saturday Evening Post with a 
circulation of over six million, will 


introduce the fashion-wise new 


Ski-Lodge Look of casuals in a full-color ' BEGoodrich 
page like this! Get ready for new business! c 


GLAMORBOOTS- 


Tip from the top on a trend! 


Top fashion editors, who always have an eye out for exciting, 
new ideas, definitely feel that Glamorboots have it! They're 
just the kind of fashion note that starts a smart new trend. 
Gals on the look-out for something different will really go for 
this high-style approach to stormy weather. And Glamor- 
boots are definitely the right approach for boosting winter 
profits. Order now from your B.F.Goodrich or Hood salesman! 


B.EGoodrich 





Headlines 





U. S. Proposes Tariff Cuts on Imported Shoes 


Lower duties are suggested for 
almost every type of footwear. 
The domestic industry will have 
its chance to protest at public 
hearings starting July 11. 


WASHINGTON, D. C.—The Gov- 
ernment has notified foreign foot- 
wear producers that the U. S. is 
prepared to make further reduc- 
tions in its duties on imports. 

Lower rates are being suggested 
on almost every type of footwear. 
The only important exceptions 
welt construction and 
rubber footwear. 

The State 


are 
shoes all- 
Department on May 
27 made known its long-awaited 
announcement of its intent to ne- 
gotiate lower tariffs. In disclosing 
its plans to appeal for lower tar- 
iffs, the department made public 
two lengthy lists of manufactured 
products: (1) a list of about 2500 
items (including many types of 
on which it will 
lower U. S. 


footwear) agree 
to negotiate tariffs; 
(2) a list of broad categories of 
leather and leather manufactures 
on the U. S. will 
cessions from foreign nations. 


which seek con- 


Negotiations Scheduled—The in- 
ternational bargaining session for 
lower rates will get under way at 
Geneva, Switzerland, in September, 
and will continue for many months. 
The negotiations are being sched- 
uled by the 42-nation General 
Agreement on Tariffs and Trade 
(GATT). 

The U. S. shoe industry has its 
chance to protest against lower im- 
port duties at public hearings start- 
ing July 11. Two different groups 
the U. S. Tariff Commission and the 
Committee for Reciprocity Infor- 
mation—will hold hearings. The 
commission will be in session morn- 
ings, and the committee in after- 
noons. Persons either filing state- 
ments or testifying in person are 
expected to deal equally with each 
group. 

A deadline of June 27 has been 
set for either (1) notifying the 
commission of a desire to testify in 
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person, or (2) the receipt of writ- 
ten statements for or against the 
proposed lower tariffs. 


State Dept. Undecided — The 
State Department is assuring busi- 
nessmen that it will not make up its 
mind as to whether or not it will 
agree to lower U. S. tariffs until it 
has examined the record of hear- 
ings before the Tariff Commission 
and the Committee for Reciprocity 
Information. Theoretically at least, 
a Tariff Commission record of 
strong opposition to lower rates of 
duty could dissuade the department 
from agreeing at Geneva to reduc- 
tions. 

In the past, however, the depart- 
ment has paid little attention to 
the voices of U. S. businessmen. 

“Peril Point” Hearings Pur- 
pose of the hearings that start on 
July 11 before the Tariff Commis- 
sion is to provide the commission 
with determine 
the so-called “peril points” beyond 
which rates of duty should not go. 
All told, the peril point hearings 
are expected to run for about six 
weeks. Then the will 
examine the testimony and make a 
private report to President Eisen- 
hower, probably in September. 


Included 
the official 


opportunities to 


commission 


of Footwear 
here 


Types 


Specifically, are 


U. S. Customs definitions of the 
types of footwear on which the 
State Department will entertain re- 
ductions. Language is taken di- 
rectly from Para. 1530(E) of the 
Tariff Act: 


Boots, shoes, or other footwear (in- 
cluding athletic or sporting boots and 
shoes), made wholly or in chief value 
of leather, not especially provided for, 
except the following: footwear having 
molded soles laced to uppers for per- 
sons other than men, youths, or boys; 
huaraches; footwear made by the proc- 
ess or method known as welt; mocca- 
sins of the Indian handicraft type, 
having no line of demarcation between 
the soles and the uppers; slippers for 
housewear; turn or turned boots and 
shoes; and turn or turned footwear, 
other than boots and shoes, for men, 
youths, or boys. 

Also, boots, shoes or other footwear 
(including athletic or sporting 
and shoes), the uppers of which are 
composed wholly or in chief value of 
wool, cotton, ramie, animal hair, fiber, 
rayon or other synthetic textile, silk, 
or substitutes for any of the foregoing, 
whether or not the soles are composed 
of leather, other materials 
(except footwear with soles wholly or 
in chief value of India rubber or 
stitutes for rubber). 


boots 


wood, or 


sub- 


Two Major Exceptions—In other 
words, welt construction and all- 
rubber footwear are the only ma- 
jor types of footwear not in imme- 
diate danger of tariff cuts. 

As far as possible, concessions 
by other countries are concerned. 





Panel Selected for Early Bird Breakfast 


NEW YORK—tThe presidents of 
three major trade associations, to- 
gether with an economist, will make 
up the panel of speakers at the 
Early Bird Breakfast Meeting 
Thursday, June 23, in the Statler- 
Hilton Hotel, New York. 

The breakfast wil! be the first in 
a new series co-sponsored by the 
National Shoe Manufacturers Asso- 
ciation and the Tanners’ Council of 
America, and preceding the semi- 
annual Leather Show. The meeting 
will begin at 8 a.m. and conclude by 
9:30 a.m. 

The panelists are Joseph S. Stern, 
president of NSMA; H. K. Dugdale, 


president of TCA; Louis Liebson, 
president of the National Shoe Re- 
tailers Association, and Martin 
Gainsbrugh, an economist of the 
National Industrial Conference 
Board. 

The three association presidents 
will cover such trade topics as hide 
and leather market conditions for 
fall, new leather and lines, 
1960 shoe production, retail shoe 
sales and retailers’ fall planning. 

Mr. Gainsbrugh will answer such 
questions on the general economy 
as: Will the consumer price index 
rise further this year? Has infla- 
tion been stopped? 


colors 
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FTC Counsel to Talk at Clinic 


NSMA’s annual Merchandising 
Clinic is set for June 21-22 at 
Vew York's Statler-Hilton. Theme 
of the clinic is “Better Ideas for 
a Better Share.” 


NEW YORK—The Federal Trade 
Commission’s general counsel, Dan- 
iel J. McCauley, Jr., will be a lunch- 
eon speaker Tuesday, June 21, at the 
National Shoe Manufacturers Asso- 
ciation’s seventh annual Merchandis- 
ing Clinic. 

Mr. McCauley’s topic: “How Can 
the Shoe Manu- 
facturer Comply 
with FTC Regu- 
lations Affecting 
His Industry?” 

The clinic, sched- 
uled for June 21- 
22 in the Statler- 
Hilton Hotel, New 
York, will be built 
around the theme, 
“Better Ideas for 
a Better Share.” 
It’s intended to man- 
agers, marketing executives, mer- 
chandise and advertising managers 
a positive approach to increase their 
share of the consumer dollar. 


D. J. McCAULEY, JR. 


give sales 


Manufacturer Guideposts? — At- 
torney McCauley, considered an au- 
thority on the Robinson-Patman 
Act, will answer specific questions 
submitted by small manufacturers. 


Some examples: Are there any 
simple guideposts for the small 
manufacturer who does not have spe- 
cialized counsel in this area? Is it 
within the bounds of the Act to of- 
fer different advertising allowances 
for different volumes of business— 
say, 2 per cent up to 1000 pairs, 2% 
per cent up to 3000 pairs? Can you 
give something extra for a store 
opening or a special occasion such 
as an anniversary? 


Emphasis on Ideas—The major 
emphasis of the first day’s sessions 
of the clinic will be on the develop- 
ment of new ideas. A new addition 
to the June 21 program is a 2 p.m. 
panel discussion intended to 
shoemen how to benefit from indus- 
try-wide themes and _ promotions. 
Advertising and fashion representa- 
tives of Esquire and Vogue maga- 
zines will hand, along with 
participants from the Lynn Farnol 
Group, which represents the Na- 
tional Shoe Institute. 

Improvement of specific selling 
techniques will be the theme of the 
second-day New on the 
agenda is a discussion on “Finding 
Out Why the Consumer Buys or 
Doesn’t Buy Your Brand.” 

The June 22 noon and afternoon 
sessions will highlight the problems 
of the smaller manufacturer, how 
he can become stronger, and how he 
can cement relations with the inde- 
pendent retailer. 


show 


be on 


sessions. 





Mid-Season Week Adds 


NEW YORK—The Mid-Season 
Shoe Fashion Week, initiated last 
February as a semi-annual event, 
has been renamed the Mid-Season 
Shoe Fashion Conference Week. 
The four associations which spon- 
sor the “week” are seeking to “dis- 
pel the idea that this event is a 
‘shoe show.’ ” 

The next Conference Week is 
slated for August 21-24 at the Wal- 
dorf-Astoria, New York. It is 
planned as a series of conferences 
and meetings, with the show aspect 
de-emphasized. The sponsors said, 
however, that “rooms will be made 


24 


‘Conference’ to Name 


available for assignment to shoe 
manufacturers and others who wish 
to confer with retailers attending 
the event.” Application blanks were 
mailed June 10. 

A directory showing the locations 
of participating companies will be 
distributed to retailers. New York 
offices of non-participating 
firms will also be listed. 

Sponsoring groups of the Confer- 
ence Week, besides NSRA and 
NSMA, include the New England 
Shoe and Leather Association and 
the National Association of Shoe 
Chain Stores. 


sales 


The Clinic Program 
TUESDAY, JUNE 21: 

8 a.m.—Registration. 

9 a.m.—Keynote: “The Consumer's 
Dollar, Sales and Profits,” Abe Wein- 
man, chairman, NSMA Marketing 
Committee. 

9:15 a.m.—‘How to Get New Ideas 
and Make Them Work,” Dr. G. Herbert 
True, vice-president, Visual Research, 
Inc. 

10 a.m.—“How to Merchandise Cre- 
ative Fashion and New Product Ideas,” 
industry panel. 

11:15 a.m. Workshop discussions. 

12:15 p.m.—Luncheon: “How Can 
the Shoe Manufacturer Comply with 
FTC Regulations Affecting His Indua- 
try?,” Daniel J. McCauley, general 
counsel, FTC. 

2 p.m.—“How to Get the Most for 
Your Company Out of Industry Themes 
and Promotions,” of 
Esquire, Farno!l 
Group. 

2:45 p.m.—“How Do We Strengthen 
Our Marketing Team?’—‘Report on 

Manage ment Practices ” the 
Industry,” Iver Olson, director of 
marketing and research, NSMA; “How 
to fudit Your 
Vanagement Robert 
Carl Smalheer, 


Heller & Asso- 


representatives 


Vogue and Lynn 


Salea 
Shoe 
and IT pgrade Sales 
Practice s,”” 
partner, and 
Robert 
Cleveland. 

4 p.m 
5 p.m 
5:30 p.m 


Cor 
te lyou, 
vice-president, 
clates, 
General discussion 
Adjournment 

Reception in honor of 


clinic participants. 


WEDNESDAY, JUNE 22: 


Briefing, Abe Weinmar 
NSMA Marketing 


J a.m. 


chairman, Commit 
tee. 

9:15 a.m ‘How to 
Trade Exhihit 
off,” Robert Letwin, 
ings Magazine 


Prepare Your 
Veasure Ita Pay 
editor, Sales Meet- 


and 


General discuss 


Mystery 
Impor tant to 


10 a.m. ion, 

10:30 a.m 
“Why Is It 
Why the 
Buy Your 
It.” 

11 a.m.—“A Report on 
Trends,” Iver Olson. 

11:30 


speaker on 
Find Out 
Doe an't 
How to Do 


Conaumer Buya or 


Brand? and 


Diatribution 


discuss 

12 noon—Luncheon: “Why and How 
Shoe Merchandising Must Change Its 
Spots,” E. B. Weiss, vice-president, 
merchandising, Doyle Dane Bernbach, 
Inc. 

2 p.m. 
facturer Best 
the Inde pe ndent 
panel. 

2:45 p.m.—“How to Best Merchan- 
dise and Distribute Shoes in Today's 
Competitive Economy,” industry panel. 


a.m.—General ion. 


“How Can the 


Cement 


Small Manu- 
with 
industry 


Relations 


Retailer?,” 


4 p.m.—Adjournment. 
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National Shoe Institute to Publicize 


Fall Themes at ‘Press Week’ Showing 


NEW YORK—The National Shoe Institute will 
spotlight “The Slender, Textured Shoe” for women 
and “Easy Care Shoes” for children at its Press 
Week fashion show next month for 250 visiting edi- 
tors. These themes are the basis of NSI autumn 
promotions, each to be featured in a national con- 
sumer magazine. 

“The Slender, Textured Shoe” will be highlighted 
in the August 15 issue of Vogue and supported by 
a complete merchandising package and other pro- 
motional tools for retailers. 

“Easy Care Shoes” will be publicized in the Au- 
gust issue of Good Housekeeping with a two-page 
color layout titled “‘Now What's A-Foot? Easy Care 
Shoes.” Included in this promotion will be nylon 
velvets for girls and Scotchgard-protected leathers 
for both boys’ and girls’ shoes. 


Leather Industries Lists 4 Promotions 


For Fall, Another Before Christmas 
NEW YORK— Leather Industries of America has 
announced details of four industry-wide promotions 
for fall—aimed at the men’s, women’s, children’s and 
teenagers’ markets—and a fifth at Christmas on the 
theme “Give a Shoe as a Gift” for men. Each cam- 
paign will link LIA advertising and publicity, shoe 
manufacturers’ advertising, and retailers’ ads and 
in-store promotions to a coordinated selling theme. 
The first fall promotion, “Leather Makes the 
Point,” will promote the triple needle silhouette, 
using the August 15 issue of Vogue. “Leather High- 
Lights,” centered in the November Esquire, will 
introduce the higher-cut silhouette in men’s shoes. 
In the September issue of Parents’ Magazine, 
children’s footwear for the various activities of the 
day will be shown under the theme, “They All Need 
For the teenage market, an LIA 
ad in the October issue of Seventeen will illustrate 
popular boot styles. Its theme: “Mad, Crazy, Wild, 
Kookie, Swinging—and Leather to Boot.” 
The magazine for the Christmas gift promotion 
has not been named. However, a companion ad will 
appear in Maclean's magazine in Canada. 


Leather Shoes.” 


Brown Shoe Sales and Earnings Set 
Company Records for First 6 Months 


ST. LOUIS—Brown Shoe Company's sales and 
earnings in the first half set a company record for 
that period of the year. President Clark R. Gamble 
said net sales in the six months ended April 30 
amounted to $149,571,341, an increase of 13 per cent 
over sales of $132,051,172 a year before. 

Net earnings were up 16 per cent to $6,156,321 
compared with $5,298,713 in the first half of fiscal 
69. First-half earnings per share rose to $3.33 
from $2.91. 
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April Footwear Output Drops 13 Pet., 


Four-Month Total Is 3 Pct. Below °59 


WASHINGTON, D. C.—Footwear production in 
the first four months of this year dropped 3 per cent 
below the level of the same period last year. The 
total fell from 221.1 million to 213.8 million pairs, 
the Census Bureau reported after April production 
decreased sharply. 

April output amounted to 48.8 million pairs, 13 
per cent below the April 1959 figure (56 million 
pairs) and 16 per cent under the March ’60 total. 

Men’s dress and play shoe production in April fell 
to 6.8 million pairs from 8 million in April ’59. 
Women’s dress and work shoe production dropped 
to 15 million pairs from 16 million. In every other 
category of footwear listed by the government, de- 
creases were reported. 


A. W. Berkowitz to Testify for NSMA 
At Senate Hearing on Imports’ Impact 

NEW YORK—A. W. Berkowitz, chairman of the 
National Shoe Manufacturers Association’s Imports 
Committee, will present a statement from the asso- 
ciation at a Senate subcommittee hearing on the 
impact of imports on small business. The Subcom- 
mittee on the Relations of Business with Govern- 
ment scheduled the hearing for June 16 in Wash- 
ington, D. C. 

Mr. Berkowitz is being accompanied by Iver M. 
Olson, who directs NSMA’s program on imports. 


NSMA Asks Members Going Abroad 
To Join in Study of Export Potentials 
NEW YORK—The National Shoe Manufacturers 
Association has launched its own study of the foot- 
wear export market to supplement a similar study 
started by the U. S. Government at NSMA’s request. 
Members going abroad within the next two years 
are asked to send two copies of their itinerary to 
the NSMA Marketing and Research Department, 342 
Madison Ave., New York 17, indicating key cities 
to be visited and when. NSMA will arrange appoint- 
ments in those places with persons able to supply 
information about local market conditions. 


Milford Shoe Co. Halts Operations; 
Three Firms Acquire Most of Its Lines 


MILFORD, MASS.—-The Milford Shoe Company, 
a 75-year-old firm, has ceased operations and sold 
most of its lines to three other companies, according 
to Paul O. MacBride, president. 

The Ground Gripper and Cantilever lines have 
been acquired by the Brockton Boot and Shoe Com- 
pany. The Milford in-stock lines, including the 
Rester-Flex shoes for men and Allied Preps for boys, 
have been taken over by E. E. Taylor Corporation. 
The Matrix and Gauntlet lines, as previously noted, 
will now be made by Edwin Clapp & Son. 
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Fashion Selling Stressed at NSRA Conference 


Retailers from six states of the 
Southeast attended the second 
Regional Conference. The im- 
portance of making salespeople 
fashion-conscious was noted. 


By ROBERT H. BROWN 


ATLANTA — Retailers 
southeastern states spent an after- 
listening to discus- 
sion of the retailing end of the 
business at the second Regional 
Conference of the National Shoe 
Retailers Association, held here 
June 1. Other regional conferences 
are planned for the rest of the 
country in future months. 


from six 


noon serious 


Dealers were here from Florida, 
Alabama, North and South 
lina, Tennessee and Georgia. They 
heard Edward J. McDonald, execu- 
tive vice-president of NSRA, call 
among the nation’s re- 


Caro- 


for unity 


tailers. 


A Warning on Labeling — Cau- 
tioning that the shoe labeling bill 
is not dead, Mr. McDonald 
asked dealers to assert themselves 
to members of Congress on this 
proposal. Shoe labeling, he 
would work a lot of hardships and 
expense on the industry. 

Channeling more of the 
sumer dollar into shoe purchases 
was a topic touched upon by all the 


yet 


said, 


con- 


speakers. 

Joseph K. Heyman, senior vice- 
president of the Trust Company of 
Georgia, Atlanta, the main speaker, 
told the retailers that 1960 is going 
to be a good year and 1961 even 
better. But he pointed out that 
shoe sales have increased only 28 
per cent while there has been an 
increase of 47 per cent in apparel 
buying. 


Selling with Fashion Urging 
more fashion selling, Thelma Hen- 
nessey, NSRA’s director of fashion 
and publications, dealers 
should work toward developing a 
better fashion atmosphere in the 
store: 

“Fashion has 


said 


more meaning to 


you this year than it did five years 
ago. Its importance as a merchan- 
dise ingredient will grow stronger 
each year, each season, regardless 
of the type of store you operate. 
“The economic and social picture 
has changed. There is an insistent 
urge the part of the average 
individual to be better educated, to 
be more important, to have the best 
of the material things available.” 


on 


Shoe Consciousness Needed—To 
capitalize on this social trend, re- 


Thelma Hennessey, NSRA director of 

fashion and publications, discusses how 

to blend fall colors in selling shoes, dur- 
ing Atlanta Regional Conference. 


tailers have a task ahead because 
the public needs to be made more 
shoe-conscious, Mrs. Hennessey 
And it is important, too, for 
] staff 


i€s 


said. 
the retailer to make his sa 
fashion-conscious. 
“Currently,” Mrs. Hennessey said, 
“the situation is pitiful ... even in 
some of our best stores. The cus- 
tomer knows more than the 
person whose job it is to advise and 


sales- 


guide her.” 


Buy — In buying, 
done 


season by 


Planning the 
planning should well in 
of the dollars 
and pairs, and dealers should adopt 
a simple daily inventory report 
plan, William F. Waldkirch of 
Genesco’s Retailers Service Agency, 
Nashville, Tenn., said. 

Pointing out that it is possible 
to do 10 per cent more business on 


be 


advance 


a 4 per cent greater inventory. Mr. 
Waldkirch urged dealers to adopt 
a simple bookkeeping system to 
know what is in stock what 
should reordered. 

“Have a system which lists types 
that are selling, then you can plan 
propor- 


and 


be 


your buying in the same 


tion,” he advised. He explained the 


systern recommended by Genesco, 
which is simple in that 
know every day where they stand. 
The daily system is better than a 
monthly 
should be marked with codes show- 


At the 


close of business each day, or the 


dealers 


plan, he said. Sales slips 


ing types, sizes, colors sold 
next morning, these sales should be 


transferred to the daily inventory 


Urged Getting 
back to training retail salespeople 


Sales Training 
in coordinating fashions and sell- 
ing, Elaine T. Norwood, director of 
Craddock-Terry 
Shoe Corporation, Lynchburg, Va., 


sales 


yromotion 
I ’ 


urged dealers to adopt systematic 
training with weekly 
“We all 


the work here, although more and 


meetings 


manufacturers can't do 


more manufacturers and suppliers 


are using hang-tags, carton inserts 
and 


with the job 


letters to salespeople to help 


Your salespeople are 


} 
entitled 


to know why you purchased 


a given material or color.’ 


Manufacturer-Retailer Links 
Keeve B. Pass of Rich's, Atlanta, 
spoke on closer relations between 
retailer. 

“Let’s not kid ourselves,” he 
“Neither the retailer nor the manu 


manufacturer and 


said. 


facturer can exist long without the 
other. ... Both must realize that it 
is not the number of pairs bought 
but the total 
the year [that 
He urged retail- 


purchase, 


during 


at each 
purchases 
count|,” he 
review 


said, 
the 
tions with him at planned intervals 


ers to resource’s opera- 
including purchases, sales, mark- 
ups and markdowns. 

William W. Neal, president of 
Liller, Neal, Battle & Lindsey, Inc., 
Atlanta advertising agency, deliv- 
ered an illustrated talk on good ad- 
the level. 


vertising at retail 
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Soles That Sell Shoes! 


... that’s BEARFOOT AIROFLEX soles, developed especially for quality 
men's dress and women's high style shoes! 


You've never seen a sole take such a beautiful bottom and edge finish 
for perfect harmony with the upper! 

Excellent flexibility of AIROFLEX soles makes even the most stylish 
dress shoes comfortable favorites! 

And — BEARFOOT AIROFLEX soles cut production costs because they 
process easily! 


See al/l/ these famous BEARFOOT SOL/INGS 


AIROFLEX — flexible, uniform dress sole 

NITROSIL — long wearing, microceliular split sole 

ROTOGRIP — cellular ribbed sole with distinctive gripping edge 
YACHTING SOLE — provides positive grip even on slippery boat decks 


Green Room — First Mezzanine — Sheraton-Atlantic Hote/ 
Allied Shoe Products and Style Exhibit — New York City —June 20 thru 23 


A trusted name on shoe bottoms since 1924 


THE BEARFOOT SOLE COMPANY 


WADSWORTH, OHIO 


) Lincoln St., H. T. Fogg. Manager « MILWAUKEE: 1931 S. Allis St.. Atkinse ales Co., In S OUIS: 1602 Locust 


CTO?» x10 
BOSTON 0 


Street, D. W. Murray, Manager SIDE, PA.: 124 S. Easton Road, R. L. Stiles & Co. *e NEW YORK: 225 W. 3 treet, Homer Bear 





“ceilin 
and sales 
unlimited 


Strato Calf 
Ov merliivne 


Shoes courtesy Life-Stride Division, Brown Shoe Co. 


air soft... cloud light... Strato Calf... 


Strato Calf is remarkably light and supple yet holds its shape in 

the tradition of the finest tannages. This luxuriant calf adds . 

a touch of elegance to any shoe. Available in black, white, and le _ 
a variety of fashion-perfect shades. The Forecast is for in- \ GALLEY 
creased shoe sales when you feature shoes of Gallun Strato Calf. PLE ATHERS 
A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin ment se 


y : 
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© Get behind Senator Monroney’s parcel post uniform size 
and weight bill. It will save you money and headaches. 


© The fair trade laws won't stay dead. Repre- 
sentative Patman is planning public hearings 
to stir up support for them. 


© Schnitzer is sending a questionnaire to U. S. 
government outposts around the world for ad- 
vice on stimulating shoe exports. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





If ever a bill which would do merchants a lot of good needed help from 
them it is Senator A. S. “Mike” Monroney’s parcel post uniform size and 
weight bill. 

Business groups say it would mean hundreds of thousands of dollars 
in savings to merchants. It also would mean less shipping headaches. 

The Monroney bill calls for a standard in shipping which would allow 
merchants to mail a package parcel post to any post office regardless of its 
class. The standard for such mailing would be packages weighing not more 
than 50 pounds and measuring not more than 100 inches in length and 
girth combined. 

What the bill (S. 1306) lacks is enough push to get it on the Senate 
floor. Backers say if the Senate passes it the House will, too. 

Only about a month of this session of Congress remains. Support 
from the individual merchant is needed badly to force action on the bill. 
Retailers should contact their senators, especially if they are on the Senate 
Post Office Committee. 


Even in these final weeks of the Congressional session, there’s talk of 
a new law supporting price-fixing (“fair trade”) of nationally-advertised 
products. 

Weeks ago, House leaders buried a batch of fair trade proposals in 
the House Rules Committee. Issue supposedly was dead for this year. 
Dead, perhaps, but it won't lie down. Rep. Wright Patman (Texas Demo- 
crat) and 21 other House members are backing new fair trade bills and 
plan public hearings on June 16 and 17 to drum up last-ditch support for 
them. 

At best, a fair trade bill might win House approval in the dying days 
of this session of Congress. There is little or no chance that the Senate 
will approve fair trade. Time is simply running out for fair trade, and 
the issue is likely to carry over to next January when the new (87th) 
Congress starts afresh on fair trade and many more highly-controversial 
ISSUes. 


Continuing the drive to stimulate exports, the government’s top leather 
expert is sending a detailed questionnaire to about 35 U. S. government 
outposts around the world, asking for advice on ways to encourage the 
purchase of footwear made in the United States. 

The questionnaire was prepared by J. G. Schnitzer, director of the 
Leather, Shoes and Allied Products Div., Business and Defense Services 
Administration, U. S. Department of Commerce. 

Basic purposes: (1) To learn from what countries these selected 35 
foreign areas buy their shoes, and (2) To find out how the United States 
shoe industry can increase its share of the markets in these 35 areas. 

The Schnitzer questionnaire is in line with the Eisenhower Adminis- 
tration’s program of promoting export trade. Potentials for both leather 
and footwear will be thrown open for discussion in the questionnaires. 

Among other points, the U. S. consulates in the 35 areas will be asked 
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@ Shoe labeling gets its first congressional airing 
since the mid 1930's when Truman conducted 
public hearings. 


® The National Farmers Union is in favor of 


WASHI NGTON rears mre ig will testify in favor of it at 


Report from 





to suggest ways of removing or reducing the local barriers against U. S. 
goods that exist in many areas of the world. 

Mr. Schnitzer prepared the questionnaire and obtained permission 
from higher authorities for its distribution after consulting the National! 
Shoe Manufacturers’ Association and The Tanners’ Council. Both groups 
urged circulation of a questionnaire as a device to learn more about 
export trade potentials. 


In early June, shoe labeling got its first congressional airing in nearly 
a quarter of a century. 

Not since former Senator Harry S. Truman in the mid 1930's con- 
ducted a day of public hearings on proposals for a national shoe labeling 
law has the Congress paid any attention to the matter. But Representa- 
tive Charles O. Porter (Oregon Democrat), sponsor of a bill (H. R. 1320 
requiring statements of materials used in shoes, took the witness chair 
before a House Commerce Subcommittee on June 8, and talked for 15 
minutes on what he called “widespread consumer demand” for a national 
labeling law. 

he Porter testimony was presented in the course of public hearings 
on bills calling for compulsory labeling of hardwood products. Mr. Porter 
was the only witness to speak on shoe labeling. The subcommittee chair- 
man, Rep. Peter F. Mack, Jr. (Illinois Democrat), made it clear that he 
did not intend to permit any other witnesses to speak on shoe labeling 

Mr. Porter concedes that there is little chance for enactment of his 
labeling bill this year. But he is building for the future. If he is re-elected 
by his Oregon constituents in November, he intends to return to Washing- 
ton in January and introduce his labeling bill again. 

“Next year, I intend to start early in obtaining support for my label- 
ing bill,” he told the Boot AND SHOE RecorpDER. “I am confident that con- 
sumers everywhere are for my labeling bill, and will demand that the 
Congress write a labeling law that will protect them against the use of 
inferior materials.” 

The Federal Trade Commission has been conducting an investigation 
of shoe marketing. Mr. Porter hopes to obtain the results of this study so 
that he can determine if there is widespread misrepresentation in the sale 
of shoes. 


Shoe labeling draws new comment from two national organizations. 
One, the American Medical Association, says it has no opinion for or 
against shoe labeling. The other, the left-wing National Farmers Union, 
is in favor of shoe labeling. 

Rep. Charles O. Porter (Oregon Democrat), author of a bill (H.R 
1320) requiring statements of materials used in shoes, reported the atti 
tudes of the two organizations to the House of Representatives. 

The two groups made their positions known in letters to Wilbur L 
Gardner, the Medford (Oregon) cobbler who has been conducting a one- 
man campaign for shoe labeling. Mr. Gardner reported the positions to 
Rep. Porter, who inserted their statements in the Congressional Record 
of May 24. 

The AMA said it was unable to discuss shoe labeling because the 
subject does not come within its “sphere of activities.” 

The NFU said it wants to be “firmly on record in favor of the bill.” 

Mr. Porter criticized the AMA attitude in remarks addressed to the 
House. (CONTINUED ON PAGE 56 
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‘a SHIONABLES 


MY LOVEL’ 


ry Pr ee 


1. Just get any smartly- 
dressed woman to try on 
shoes fashioned in 
NyloVel. 


Have her read the 
NyloVel tag as you tell 
her more about the 
durability of this material. 


3. Make out the sales slip. 


JOHANSEN’S 
Pavilia, 

hand-made group 
features NyloVel in 
Black, Gentian Blue 
Basque Red and 
Emeraude. Pearlized 
heel to match 

















FABRICS CORPORATION 
48 West 38th Street, New York 18, N.Y. 


MARTIN MILLS: U.S.A., FRANCE, ENGLAND, ITALY, CANADA 
MEXICO, BRAZIL AND ARGENTINA 
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by JOHN REILLY 


Editorial 





Peril Point 


OR well over a year an aroused shoe industry has 
been protesting skyrocketing imports to Wash- 
ington. Despite this industry-wide action, the 
State Department has posted a long schedule of foot- 
wear types on its GATT list of items to be considered 
for tariff reduction. The GATT list comprises well 
over 2000 items on which United States negotiators 
may grant concessions to 42 member nations under the 
General Agreement on Tariffs and Trade when they 
meet in Geneva next fall. 
The United States list of items on 
which it will seek concessions from other GATT mem 
ber nations. 


has a second 


Deaf Ears 

The list of which the United States 
consider concessions is tentative and is subject to revi- 
sion after hearings under the “peril point” clause of 
the Trade Agreements Extension Act. That some foot- 
wear items would turn up on the GATT list was a fore- 
gone conclusion. But the extent and the wide variety 
of footwear types that the list contains demonstrate 
that industry protests (and the expressions of sympathy 
which those protests received from a long list of Con- 
gressmen) have fallen on deaf ears at the Tariff Com- 
mission and the State Department. 

The GATT list contains practically every type of shoe 
in common use with the exception of welts and rubber 
footwear. For a complete listing of these types, see 
George Baker's Report in the yellow section of this 
issue. 


items on will 


The “Peril Point” Hearings 

The “peril point” hearings will start July 11 and 
National Shoe Manufacturers will present a strong pro- 
test on the inclusion of the footwear items. NSMA will 
continue to press for enactment of several pieces of 
legislation designed to curb the rising tide of shoe im 
ports. Specifically, NSMA is urging industry-wide sup- 
port for the Keating-Van Zandt Bills, S2882-HR941, 
the Fair Labor Standards Act of 1960, and the Bailey 
Bill, House Resolution 512. The Keating Bill instructs 
the Secretary of Labor to recommend to the President 
the imposition of additional duties, import quotas, and 
other remedies, should the Secretary determine that a 
domestic industry is being injured by imports produced 
by cheap foreign labor. The Bailey Bill calls for a 
moratorium on further tariff cuts. 


June 15, 1960. 


The Keating-Van Zandt measure is a strong restate- 
ment of the principles that built the American free en- 
terprise system, the future of which is endangered by 
proposals such as the GATT tariff reductions. Its pas- 
sage would remove, once and for all, the power to 
determine tariff policy from the hands of the State 
Department. 


Wage Differentials 

Much has been written concerning the wage differ- 
entials between America and foreign countries. It is 
well to remember that these wage differentials are di- 
rectly responsible for the high standard of living we 
here. The more dollars that workers earn, the 
more goods they buy. The more foreign-made goods 
they buy with those dollars, the more some American 
industries must suffer. If we are to continue to enjoy 
our high standard of living, we cannot stand idly by 
and whole industries or segments of industries 
liquidated by foreign competition which is impossible 
to meet. 

It is well to remember, too, that American minimum 
wages are set by Federal and State law and that the 
gap between costs of production in America and foreign 
countries is widened by high corporate, Social Security 
and other taxes. All of these taxes are imposed on 
American manufacturers by the very government whose 
State Department is showing such little concern for 
their preservation. 


have 


see 


“Live and Let Live” 

The shoe industry’s position is not an unreasonable 
one. It is not seeking high protective tariffs nor de- 
manding embargoes on foreign shoes. Its policy is one 
of “live and let live.”” The goal of National Shoe 
Manufacturers is to “insure more orderly marketing 
and prevent damage to the United States shoe manu- 
facturers,” and to apply a brake to rapidly accelerating 
shoe imports. 

Coming on the heels of the news that leather shoe 
imports increased 68 per cent in pairs for the first 
quarter of °60 and that shoe production for the first 
four months declined 3 per cent, the inclusion of such 
a wide variety of shoes on the GATT negotiable list is 
a serious blow to the industry. It clearly indicates that 
Washington believes that the shoe industry is further 
expendable. This combination of events certainly estab- 
lishes that the “peril point” for shoes has arrived. 





s ) 
Fri HI-RISERS highlight the fashions in 


men’s casual footwear. 


All-calf shoe with side 
gore and _ decorative 
saddle stitching. 


Two-tone calf and 
suede Hi-Riser with 
Taylor’s Nylon suede 


SHUGOR over instep. 





TAYLORED FOR COMFORT and EAGER FOR ACTION 


These timely styled Hi-Risers, riding high on the 
instep, exude that ‘‘don’t worry” feeling of “‘can’t 
slip” security. They are easy-on-and-off, too, be- 
cause of the long snug stretch of SHUGOR. Com- 
fortable? . . . of course! because SHUGOR goes 
along with every foot motion, permitting no gaping 
or pinching ever. Yes, there’s smart styling and true 
pleasure afoot when you insist on 








TAVLORED-T0O-FIT ® 














COPR. 1960 THOMAS TAYLOR & SONS 


THOMAS TAYLOR & SONS’ Hudson, Massachusetts 


SEE US of the Allied Shoe Products and Style Exhibit, Room 463, Sheraton-Atiantic Hotel, New York, June 20-23 
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TOWN & COUNTRY 
MAKES FLATS FOR TEENS 


> Quality 
* Controlled - 


* 
¢ 


* 


st.189" 


EVANS RUBY 


(BLACK) KID 


Uniform quality of materials is important 

when you make teen age shoes in volume. Over 
the years Town & Country Shoes has found 
that Evans fine Kid Leathers are to be relied 
upon to maintain their own high standards of 
uniform quality. 

You will find it easier to maintain your 

quality standards when you rely on Evans 


Uniform Quality Leathers. 


See us at the LEATHER SHOW 
BOOTH 110 — STATLER HILTON 


* Quality 


~ 


Town & Country Shoes 


America’s Best Fashion Shoe Value 


STYLE 


Cartwheel 


MATERIALS & COLORS: 
Evans Ruby (black) Kid 
Colorful print fabric lining 


TRIM: 
Youthful tailored bow of Ruby Kid 
SIZES: 
3io ll 
Widths AAAA to B 
For complete information 
please write directly to 
Town & Country Shoes 
Ambassador Building 
Saint Louis 1, Missouri 


Standardize on EVANS LEATHERS for Uniform Quality 


* Controlled - 


JOHN R. EVANS & COMPANY, campeNn, NEW JERSEY 1857 ~ 1960 
The House of Uniform Quality Leathers 
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“rubbers” that grow like ki 








to make your business grow like crazy... 


US. PAK-A-WAY JR. 


a revolutionary concept in children’s protective footwear 


Pak-A-Way Jr., product of advanced U.S. 


Rubber research and design, now gives you 





everything you've wanted from your num- 
ber one supplier of protective footwear. 
Made of a totally new material with fabu- 
lous stretch and flex, and designed with an 
exclusive self-adjusting shank and counter, 
you've got only one color, only «ix sizes to 
stock, to fit all kids from a small size 6 toa 
junior size 4. 


Pak-A-Way Jr. — swell for the kids: Unbe- 
lievably light. No bulky weight to hamper 
the smallest child’s walk. So flexible, they 
fold into his little coat pocket. Wonderfully 
good-looking. Slip easily and smoothly over 
any boy’s or girl's dress or play shoe. In one 
smart translucent color that goes with any 
shade of shoe. 





Pak-A-Way Jr. — boon to mothers: Outlast 





ordinary rubbers because they're tougher, 
and because they stretch to fit new shoes as 
the child’s foot grows. So easy on and off, 
a toddler can do it alone. Can be washed 
and dried instantly, and put right back on. 
Easy to keep track of. A name can be writ- 
ten on them with a ball point pen. 


Pak-A-Way Jr.—a dream for dealers: So easy 





to merchandise. So right, they sell on sight. 
So compactly packaged, you can store them 
under your fitting stools. Priced so right 
you can retail them at $2.00 and still make 
a fat profit for yourself. We're going full 
guns to get them to you for back-to-school 
selling. But get the whole story, the full de- 
tails on markups and delivery from your 
“U.S.” salesman, or write... 


United States Rubber 


Rockefeller Center, New York 20, N. Y. 


June 15, 1960 








THE QUALITY LEATHER 


: wee #599 





.. subtle white 


resort, spring, summer °61 


® 


LEATHER CO. GIiRARO, OHIO 
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#5 in a series on the revolutionary new children’s shoe line — “Number 26. Bernice Fitz-Gibbon has been bringing 


gold to them thar tills for over thirty years. Here she shows you how to elevate your shoe business and your profits 


Mr. Store President: 

remember Aesop’s story of 
the lion that had a thorn 
(not a corn) on his little toe? 


remember the slove A st escaped 


the Emperor's polace intc he come 


a ferocious lion mooning pain. Androcies 


' the lion. The lion put out h pow oll 


nd bleeding. Androcies pulled out o thorn and 
up the pow. And the lion flopped over like o 

sticky, Greot boby Done in love. loter when the 
ry Emperor recoptured Androcies, he threw him 
the arena to be devoured. But when the starving 
rushed forth he recognized Androcies, fluttered 

s lashes, and fell fowning upon his eternal foot-reliev 
ing friend 

Moral: the way to a customer's heart 
is through her children’s feet 


Funny thing about feet. People adore anyone who 
makes their feet feel better. A womon oppreciotes her 
hair stylist, is grateful to her optician, relies upon her 
druggist, is devoted to her masseuse, brogs obout her 
little dressmaker, her little milliner, her little tailor 
but she’s mad about her chiropodist! Because feet can 
hurt more excruciatingly than ony other port of the 
human anatomy. And no wonder. Outside of all the 
mon-mode troubles (shoes) that feet get into, the humon 
foot isn’t even right to begin with. The heel foundation 
of the normal foot is Y% of an inch off from whot it 
should be for correct body alignment. What's more, all 
shoes up to now — hove been designed and meas 
ured to fit the foot of rest. But feet move. it’s a trap! 
A not-so-tender trap. Every one of the 26 bones in the 
humon foot moves — and nobody has done oa thing 
about this wor between the moving foot and the static 
shoe until now. Now something fantastic, something 
colossal, has happened in the children’s shoe field. That 
something is “Number 26 the first shoe engineered 
to fit the moving foot 


Genesco’s revolutionary shoe line 
solves the riddle of the moving foot 


Now Genes brings you a revolutionary children’s 
Number 26” is your decoy — 
to court customers with, to lure them with, to moke them 
fall in love not only with your shoe deportment but with 
your whole store. ‘Number 26” will be on eternal bond 
between young people and you — as everlasting as the 
love that flowed from Aesop's lion to Androcles 

Designing a shoe for the foot in motion was as easy as 
nailing marmalade to the wall. It took over 30 years of 
dedicated research by o team of distinguished scientists 


shoe Number 26 


n the orthopedics department of a great university first 
to see the problem and then to solve it. They got down 
to brass pneumographs and electrographs and oscillo 
graphs ond created instruments you and | and nobody 
ever heord of before. And they did what nobody had 
ever done before — they measured the foot in motion 
Their brilliant engineering is incorporated into the last 
of ‘Number 26” and is imperceptible to the eye. ‘Num 
ber 26” comes in a wide variety of beautiful styles that 
look like ony beautiful shoes and cost like ony beouti 
ful shoes. But “Number 26” feels like no other shoe 
Number 26” is the first ‘specific’ against broken 
down feet in later life. After “Number 26 conven- 
tional shoes may become obsolete. Whot the telegraph 
did to the pony express — what the Gatling gun did to 
the bow and arrow — what Edison did to the kerosene 
lamp what the refrigerator did to the iceman — what 
the tractor did to the ox what the jeep did to the mule 
~~ what the doorman did to the moot — whot the T for 
mation did to the single wing — what the fluid drive did 
to the shift—‘‘Number 26" may do to old-fashioned 
conventional children’s shoes. So don’t drag your feet, 
Mr. Store President, or you'll be left in the lurch 


Precision Shoe Company —a division of GENESSGO© nashville, Tennessee 








YOW 


pours profit for 
you in every shoe! 


FOAN cote’ 


FOAM-ON-FABRIC 





MAKE MORE MONEY ON EVERY SHOE 
ORDER YOU SELL! 


Crown FOAMcote costs you less than any 
other material with comparable compression, 
yet maintains your high quality standards. 
Use it for sock linings, vamp lining and cushion 
insole combination, tongue liners and bottom 
fillers. 


MAKE A BETTER SHOE: 


From the shoe that’s least expensive to the shoe 
that’s most expensive at retail, every one can 
be better with FOAMcote without changing 
your price structure. 


FOAMCote takes a real beating without 
breaking down. 


FOAMGCOte is cool . . . porous, it breathes. 


FOAMCGoOte is lighter weight than any other 
conventional cushioning material. 


FOAMCGoOte is available on any fabric, in- 
cluding your own special fabric. 


MAKE THE FOAMCcote FIND: 


Call or write for samples today—see what 
Crown FOAMcote can do for your products. 
Send your order and your deadline .. . Crown 
fills both. 


Write today for & 
handy sample chart! {77 


TOW / RUBBER COMPANY, Fremont, Ohio RS > 


OP POM SE EL 0 SO ATRESIA EE 


a Meee kg 
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go 
anywhere 


in shoes styled of 
plush Pigmillion Pigskin 
They're the happiest 
thing that ever happened 
to feet. Dipped in 
wondrous colorings, then 
brushed until they feel 
like velvet here are 
shoes that take you any- 
where, complement every 
costume. Their stylish 
spirit can't be dampened 
by weather because now 
this liveliest of leathers is 
treated with Scotchgard* 
leather protector to scoff 
at water spots, dirt and 

dust—keep their sparkling 

good looks wearing after 

wearing. Look for plush 

Pigmillion Pigskin in the 
brand names you know 
styles and colors you love 
Of course, it's from 





The Haus of Krause, 
Rockford, Michigan 


Look for this tag 
when you buy shoes. 


This ad is part of the big fall promotion of Pigmillion Pigskin. It will appear 
in VOGUE, MADEMOISELLE, GLAMOUR and SEVENTEEN magazines. 





WHERE ARE HEYDAYS SOLD? 








This number of retailers in almost this 
number of towns have bought over 2 


million pairs of Heydays since 1955. 








There are no towns where Heydays are not preferred 
by the ladies who know. They are like the Sunshine. . 
they’re everywhere, all the time. Where women 


like their feet, you’ll find Heydays. 


BEACON 

Stocked in 

Multi-Brown Hornback*, 
Black Hornback Calf 


FEV OATS SHeuerces, C., * 2Og2 tocwstT 37. - 40045 3, MO 
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Voice of the [rade 


“There is a general idea that flats and 
pancakes are only popular with teen- 
young women in the early 
twenties.” says MARK KLAUSMAN of 
La Petite Shoe Shop in Philadelphia. 


agers or 


“The surprising thing is that older 
women, too, are buying flats—for cas 
ual wear, shopping or housework. 

“Our customers are style conscious. A 
woman who spends a few hours of 
each day either shopping or working 
in her home demands a certain amount 
of comfort or lessened strain on her 
feet 
heels for dress, she feels that her work 


If she is used to wearing high 


shoes should have the same amount of 


flair and perhaps, glamour 


“It is that wedgies are 
beginning to have revived interest and 


will 


yreat 


my opinion 


continue to be popular with a 
many of the older women who 
seck comfort plus style in a shoe suit 
able for casual living. The same women 
who have taken a fancy to flats may 
well wear wedgies at alternate times: 
but the basic fact remains that many 
of these fashion-minded and style-con- 
scious older women have a feeling that 
flats for the 


cally, the idea remains that footwear 


are young. Psychologi- 


that has a “young” image sells easily.” 


“Gay Plumage for Cool Males” was 
the caption of an eight-page section on 
Men’s Warm Weather Fashions in a 
recent Sunday edition of the COL- 
RIER-JOURNAL to kick off Louisville 
(Kentucky) men’s wear shopping for 
the spring and summer months. Spot 


June 15, 1960 


color in light olive shades was used 
on the front and back covers and the 
editorial copy emphasized the trend 
toward bolder colors, more patterns in 
men’s clothing. The section included 
current styles in headwear, accessories. 
shoes and sportswear 


a © * 


“Where formerly children’s shoes wer: 
bought on a replacement basis, as soon 
as a pair was outgrown or outworn. 
today the style factor has become as 
important with the young boy and girl 
as it is with their parents. Today, too. 
there is a need for different types of 
shoes for different occasions .. . school. 
seneral every day wear, sports, dress- 


HERBERT POSNER. 


president of Dr. Posner Shoe Com- 


ing up. says 


pany, makers of children’s shoes since 
1886. 


“In 1940." he “the 


capita purchase of children’s shoes 


continued, per 
averaged around 24% pairs per person: 
while this year, figures will show that 
the average family buys four pairs of 
shoes per child, per year. There is no 
doubt the 
Children’s Shoe Wardrobe’ has come 


but that this growth in 


about as a result of the style element. 
It is that 
where formerly a girl's shoe wardrobe 


interesting to note, too, 
consisted of more shoes than a boy's: 
today, boys and girls actually own the 
same number of shoes. 

“Despite the increasing importance of 
style in children’s shoes, the prime 


still be 


footwear, expertly fitted, in the right 


consideration must proper 
size for each stace of foot develop 


ment.” 


Never a truer word spoken than that 
of the Oriental philosopher who said: 
“When a man builds a fence around 
his house, he shuts out more than he 
shuts in.” 

* oe + 
Here's a statistical pyramid that has 


some very interesting connotations . . . 
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735 years of shoe retailing experience. 


Thirty-one generations, with as many 


as four in a single family. More than 
3000 employees directly involved in 


service to the customers. 


That will give you some idea of the 
aggregate represented by the members 
f SHOES ASSOCIATED. This is the 
group of independent shoe retailers 
fifteen 


years ago, for an exchange of useful, 


who banded together, some 
helpful information and solution of 
mutual problems, in the sale of men’s, 
women’s and children’s shoes and ac- 
cessor ies. 

The 
Fontius Shoe Co. of Denver; William 
Hahn & Co., Washington, D. C.; Hess 
Shoes of Baltimore, Md.; Hof. 
of Norfolk. Va.: Im- 
perial Shoe Store, New Orleans, La.: 
Potter Shoe Company. Cincinnati, 
0.: Volk Brothers Co., Dallas, Tex.: 
Wetherhold & Metzger, Allentown, 
Pa.: Nordstrom’s in Seattle, 
Wash. members 
were added, from opposite ends of 
the 
Diego. Calif.. and Storm’s in 


Originally, there were nine: 


heimers, Inc. 


and 


Recently, two new 


San 


Wil- 


country Streicher’s in 


mington, Del. 
The 


growing, expanding and adding new 


member stores are continually 
stores and departments. At the 


o4 
throughout 


pres- 
and 
the 


ent time there are stores 


departments 


States. 


* * * 


leased 


United 
“Don't try to get all the shoe busi- 
ness in town,” says ALBERT SILL- 
MAN, president of Sill’s Shoes Inc. in 
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Attleboro, Mass. “Make up your mind 
what kind of store you want and what 
type of shoes you want to sell; and 
stick to that policy. There’s nothing 
to be gained by getting over-concerned 
with competition and switching to 
lcwer or higher priced shoes in order 
to get business from your competitors. 
“When I started this store, two years 
ago. | found there were two stores 
emphasizing higher priced shoes and 
ene specializing in lower _ prices. 
Therefore, I decided my field would 
be the medium brackets. 

“| have maintained these price brackets 
so consistently that people think of this 
store when they want medium priced 
shoes. This enables me to concentrate 
my buying, control my inventories and 
get the most out of my advertising.” 

“ee. ee 

“There is no ONENESS of look in 
lasts at the present time and _ this 
trend will continue into fall,” says 
ALLAN H. YEARY, president of 
Taggart Shoes Inc. of Portsmouth. 
Ohio. The retailing executive for 11 
departments in seven stores in Ohio, 


West 


“Pointed toes in style foot- 


Kentucky and Virginia, con- 
tinued: 
wear are selling in volume and will 
continue to be strong for fall and 
winter. There will be plenty of round 
and square toes for all customers in 
medium heels and basic footwear. 
Manufacturers are aware of the needs 
and desires of retailers and through 
them. of their customers, for a varia- 
tion of styles and lasts to complete 
their shoe wardrobes.” 

** « 


JOHN SONDLER, 


Florsheim Shoe Store in Providence. 


manager of the 


R. I., reports that business is encour- 


agingly better than last vear. “This 


is due,” says he. “to several factors. 
including our enlarged and relocated 
store. more progressive promotion of 
the downtown Providence shopping 
area, and the good business picture 
that prevails generally. 

“Stylewise. the new lighter Continen- 
tal look is doing a lot to sell shoes. 


The lighter look in 


is really taking hold very well. Men 


men’s clothing 


are switching to lighter weight shoes. 
The Continental 
very well accepted for their light- 


weaves are being 


ness and comfort.” 
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Profile.... 


by ESTELLE G. ANDERSON 





FRANCIS W. CALLAHAN 


ALLAHAN and shoes! That's a familiar combination in the shoe 
industry. And it should be, for it represents an impressive aggregate 
of eighty years that have been devoted to the sale and manufacture 

of high grade shoes by Thomas, the father. Francis, his son, and Harold 

Callahan, a brother. If you want to break it down to the absolute details . . . 

the actual number of vears .. . 

Tom Callahan, who had been shoe buyer at B. Altman & Company since 

1931, resigned in February, 1946, to take over the leased department at 

Bonwit Teller’s in New York. Two weeks later, when his son Francis 


41-14-25 respectively. 


(Fran) came out of the army, he too went to Bonwit's. 

Although Fran had no direct shoe experience prior to his Bonwit Teller 
association, he had been exposed to it since his childhood. You could 
almost say he acquired an understanding and appreciation of it through 
osmosis. Actually, he had planned a career in merchandising and business 
administration. With that in view. he attended the Wharton School at the 
University of Pennsylvania. Graduated in 1939. 

His first job was as assistant buyer in the upholstery and drapery fabric 
department at Altman's. He held this job for three years. The years 1942 
1946 were spent with Uncle Sam Master Sergeant, Special Agent. in 
the Military Intelligence Division-Manhattan District. 

When he got out of the army, he joined his father at Bonwit Teller 
Started as floor manager in the shoe department. Here he had an oppor 
tunity to observe and participate in all phases of shoe retailing. Then he 
moved up to shoe buyer for the eighth floor department. In 1950, he came 
down to the second floor. to become buyer of all shoes, for all the Callahan 
shoe departments in Bonwit Teller’s Fifth Avenue (N. Y.), Manhasset 
iL. I.). White Plains (N. Y.), Cleveland (O0O.) He has had a very able 
assistant, Ceil Carton. who has worked right along with him for the past 
eleven vears. She also buys accessories. 

Jonwit’s shoe departments are geared to high fashion. On the second 
floor, they carry Lipare, Julianelli, Herbert Levine, D’Antonio, Christian 
Dior. Palter DeLiso. Jerro, as well as some imports from Italy and the sandal 

(CONTINUED ON PAGE 74) 
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Slot-back High-Riser 


An interesting comfort feature has been added to high-riser 
styling with the introduction of this two-eyelet blucher. This 
shoe’s unique feature is a half-inch-deep, half-inch-wide slot 
which is cut into the high-riding collar directly above the center 
of the heel counter. The slot removes the possibility of a pinch 
or bite from the collar at the ankle. A closing seam is used to 
detail the moccasin pattern and to continue » moccasin line 
on to the quarter of the smooth leather high-riser. The deep 
brown color of this shoe is set off effectively by the black lining 
and the black edge trim on the sole and heel: Freeman Shoe Corp. 








See Amalco Fashion Leathers 
in new 1961 Color Ranges 
BOOTH 30 
LEATHER SHOW 
THE ROTUNDA 
STATLER-HILTON 
HOTEL 
JUNE 23 AND 24 


AZT ttho 


umbrella name 

for prestige 
leathers 

to cover spring 
shoe styling needs 


Frostee — smooth pearlized kidskti 
Tintoretta — original dyeahle suede 
Astra— sleek, smooth kidski) 

Soft Touch—-fertured ecrasé kidskin 
Softee — farorite dimensional kidskin 
Shimmer — pearlized textured kidskir 
Everkleen— fine nap color-locked sued 
Madagascar — indented shrunken kidskin 
Delline— white, black, and colored lining 


Ecruse’ Kidskin two-toned textured 
kidskin 


Candle Kidskin—matte finished kidakin 


AMALGAMATED LEATHER COMPANIES, INC. + WILMINGTON 99, DELAWARE 
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Classic Makes Style News 


Call it tailored, call it walking, this shoe is a classic that keeps 
on growing. Some styles are for the city; many are for suburbs 
and country; some are for all. 


Elongated, square-tipped 
tailored pump. 


Square-toed walking shoe, 


stacke d heel. 


NS 


Tailored strap shoe 
ry molded sole. 
fe 
~~ A 


Stepin with woven 
leather vamp insert. 


by ELEANOR M. RUTTY 


Two-eyelet tie, decora 
tive perforations. 


HE TAILORED SHOE grows more im- 

portant with each new season. And it 

sells in every season with just a change of 
colors, new lasts. heel heights and fresh detail- 
ing. Stacked heels are very popular: heights in 
wide range but volume in medium group with 
increased interest in 12/8 and 14/8. Toe char- 
acter follows current trends to elongated look. 
pointed or square tips. 

The tailored shoe can be a pump. a stepin. a 
strap or a tie. It is smartest in a waxy leather 
or a very fine grain with a shiny finish and has 
a classic look in smooth leathers and anilines. 
True spectators with stacked heels. in white 
smooth and sueded leathers, are trimmed with 
black, sienna, cocoanut. high fashion dark 


brown. 


© Dramatic shift in tailored shoe colors 
from basic tones to new whitened neu- 
trals and toned color neutrals: grayed 
and seaweed greens, blues, old rose 
taupe, greenish gray. Stacked heels in 
palest leather tones. Accent colors rang- 
ing from pale chamois tones through 
camel and spring browns. 

General note: Custom-dyed and stained 
leathers at retail level offer opportunities 
for increased sales volume without addi- 
tional inventory. 





Unlined shoes will be of all types in spring 1961. More and more 
dressy shoes will be made without linings. So will all other types. 


Unlined Will Be Unlimited 


Drawings 
by ELLY NORDEN 


Unlined perforated spec- 
tator pump. 


Soft, unlined flat with 
tapered toe. 


Unlined strap shoe, me- 
dium heel. 


Dressy unlined square 
throat pump. 


Unlined stacked heel \ 
sport oxford. 


® Colors, early spring and resort, Novem- 
ber to March: bone, pale neutrals, cham- 
ois shades, black. Two extremes in pas- 
tels for spring and summer promotions: 
very pale “foam” and very brilliant 
shocking hues: shocking pinks. grass 
green, Chinese blue. Basic continuing 
volume colors: flight blue, scarlet, bone 
and Wedgwood blue. New casual sports- 
wear colors: cologne, essence, stone blue, 
curry, loden green. General note: Custom- 
dyed and stained leathers at retail level 
offer opportunities for increased sales 
volume without additional inventory. 


HIS trend to unlined shoes is. of 
course, all part of the continued de 
mand for soft, light shoes. 

Leathers for these shoes are of all kinds 
and include calfskin, sides, fine suedes, heavy 
brushed. All kinds and types of tannages 
and finishes are being used: smooth, 
boarded, shrunken, crushed, creased. There 
are waxy and highly glazed, polished new 
anilines and anilines for custom coloring 
And there are new patent leathers on calf, 
kid and sides. Pigskin and ostrich are also 
being used unlined. Foam or non-woven 
inside supports, laminated with fabric or 
leather linings, serve the same purpose as 


unlined leathers. 





“Soft as Possible, Please” 


Constructions, leathers and materials. visible or hidden. 
all work together to meet the demand for soft shoes. 


Soft gathered vamp, high 
fashion pump. 


LEATHERS for soft shoes are of all kinds. 
classic and new tannages. They inc lude Ttinasiie owe se 
kid, smooth and boarded calf: finely shaped heed. 

indented shrunken calf or kid; dull waxy fin 
ishes on calf, kid and sides. There are side 
leathers in smooth, boarded and heavy glove 
tannages; suedes and brushed leathers; brushed 
pigskin and grained ostrich; patent leather; 


smooth and finely grained luster calf, kid and Dressy pump, pale neu- 


re . tral or pastel. 
side leathers. There are many beautiful reptiles ’ 


luster snakes and lizards, alligator and alli 
gator grain; new soft tannages of alligator and 
alligator grain; lizards and snakeskins. 

Fine suedes are available for custom 
in the retail store; new anilines in light weights 
for custom color staining at factory or retail 
levels. And there are special leather linings and 
new applications of leather and fabric linings to 


achieve greater softness. Softly tailored two-tone 
spectator. 


© Composé, new fashion idea, combinations of 
tones of gray, beige or blue, sparked with white as 
additional color. Good for volume selling in resort 
and early spring. Important for trimming white: 
black, increasingly important, sienna and seville, 
brilliant russet tones, White, to trim very pale 
mist gray and sand, for high fashion. 


Soft low heel pump, 
shirred vamp. 





Everything but Leather ... 


So much goes into the modern shoe besides leather. And _ these 
materials affect every part of the shoe—uppers, linings. soles, heels. 


Cork wedge mule 
rustic fabric. 


HE role of fabrics for shoe uppers has 

become increasingly important these past 

seasons. Makers of these materials have 
gone into the manufacture of all types, for all 
times of the day. Best sellers will undoubtedly 
be black brocades, damasks, jacquards and a new 
very lustrous satin for dress and dyeable whit: 
for special costumes, both day and after-dark. 

Prints and tapestries are recognized to have 
their limitations, wearable usually only with 
solid colors. Nylon velvet, a newcomer in 
women’s shoes, offers another solid color fabric 
being favorably considered. There are. of 
course, several upper materials strawcloth. Cushioned insole 
mesh, vinyl, some cottons and sturdy types like | —— 
hopsacking—slated for continued success. 
Technology continues to bring out new 

“magic” materials for increasing the comfort, 
wearing and cleaning properties of uppers and 
improving concealed materials that give softness 
and support. 


Corduroy or flan. 
nel for slippers 


© Black and dyeable white tops for 
spring and summer fabrics. Black silks Vinyl plastic com- 
for late day wear. Double woven satin, . | bined with velvet 
black and a color, for after-dark. Glitter sais 
and luster fibres in all types fabrics. 

Other sources of color—prints, embroi- 

deries and tapestries. Moiré in black, 

browns and dyeable white that does not 

lose its design. Nylon velvet in wide 

range of leather colors. Flannel and cor- 

duroy in slipper colors. Flexible 


tion, embroidered 
upper. 


construc: 


Silk in black, 
brown, dyeable 
white. 


Strawcloth, nubby 
fabric, striped lin- 
ing. 
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research...development...refinement 
on shoe bottoms...show you the way 


to higher profits 


More than ever, O’Sullivan is America’s No. 1 
Quality Supplier to the Shoe Industry. 
In recent months, the dynamic O’Sullivan 
growth has been paced by O’Sullivan Research. 
Read the facts on the opposite page—about 
O’Sullivan’s product development, product-use 
and refinement research. 


Write, wire or phone O’Sullivan for custom 
counseling service on shoe bottoms—without 
obligation. 

NOW ... O’Sullivan gives you the benefit of 
the finest product research and development 
program in our 65 years. 


How CLillivan 


research and product development 
can help you now... 


—We can develop and refine any individual 
shoe bottom needed for your product 

—We can supply new types, new light weights 
and sparkling new colors 

—We invite consultation with your designers 
and stylists concerning anything new ‘“‘from the 
ground up” 

— Fast, dependable service in research, develop- 
ment and refinement to your custom needs 


O’Sullivan now makes avail- 
able to you the greatest 

lines of shoe bottoms and 
the finest research and 

development service in our 
65 year history. 


9, e Contact: 
O'Sullivan Rubber Corporation, 
Winchester, Virginia or the 
Representatives listed on 
the facing page 


AMERICA’S NO. 1 QUALITY SUPPLIER TO THE SHOE INDUSTRY 
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SINCE 1896 
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There's more pride in product manufacture...more pride of 
purchase...when your shoes show that "O'Sullivan quality” 


CALIFORNIA 

MACPHERSON LEATHER COM. 
PANY, 140 South Main Street, 
Los Angeles, California, Madison 
6-4831 

MACPHERSON LEATHER COM. 
PANY, 730 Mission Street 

San Francisco, Yukon 6. 6/83 


MASSACHUSETTS 

KELLEY & SWEENEY LEATHER 
COMPANY, 95 South Street. 
Boston, HUbbard 2.6668 
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MISSOURI 


WILLIAM WESSELING COM. 
PANY, 1221 Locust Street, 
St. Louis, Chestnut 1-9260 


NEW YORK 
po bans LEATHER COMPANY, 


ruce Street, New York City. 


Geel ay 7-0851 


WILLIAM RUSHWORTH, 82 St 
Saul Mrect. Rochester, LOcust 


OHIO 
ROBERT LIMING, Box 8 
Portsmouth, ELmwood 3.- *5322 2 


OREGON 
ores LEATHER COMPANY, 


10 W. Second Avenue, Portland, 


ATiantic 4105 


PENNSYLVANIA 

W. A. WELLENBUSHER, 

1 Wharton Lane, Tookany Park, 
Cheltenham, ESsex 9-0682 


TEXAS 

JAMIESON COMPANY, 
Box 13467, Dalias, 
LAkeside 1-4195 


WISCONSIN 


HAROLD VAN HORNE, Route 6, 
Box 538, Oconomowoc, 
LOgan 7-3853 





Glove Leather Chukka 
Boot 


Carefree Side Gore Slip- 
on Boot 


or ‘ . ‘ ‘ ‘ a High Riser Gore Tongue 
Three dimensional thinking is the key to sue- : ~~ <p 


cessful presentation of the high riser as fashion- 
right for fall, 1960. This trend to “more shoe” 
has a triple sales punch because it can mean 
three pair variety for the same customer. 

High riser styling reflects. on the foot. the line 


and treatment of other important elements in a 
man’s wardrobe. This by no means ends with 
the basic concept of the pared down, slim look. 
Actually. the high riser is not a singleton, but 
a family of shoes. choice dictated by trouser 
widths and cuffed or cuffless finish. 


Derby Front High Riding 
Tie 





Elasticized Laced High 


Front 


Front Plain Toe 1 





How Migh Is the 


High Riser ¢ 


® There is the high riser that 
rides higher. This might be 
most closely identified with the 
town shoe, worn with business 
clothes, a decorative accent for 
appearance conscious conserv- 
atives. 

®@ The high riser that looks 
higher finds its niche in upper 
echelon style shoes. High tongue 
slipons pair with the very best 
blazers and flannels; tie and 
laced types with vintage tweeds. 
@ The high riser that is higher 
has been around long enough 
to establish itself as the favor- 
ite of the stovepipe pants set. 
mostly the young, certainly the 
slim. The new difference is in 
the design to attract the man 
who hasn't tried this type of 
before. We compliment 
the man who can think on his 
feet. The point for the high 
riser, fall 1960, is to make him 
think of them! 


shoe 


ft Looks Higher... 


Bellows 
Seam 
with 


Leather 


Tengue 
Elasticized 


May 


One 


Eyelet 


@ In many lines shoes that look a little higher 
through pattern treatment are given volume 
status for fall. But in many shoe factories 
where they are making first trials for spring “61. 
they are evaluating the coming importance of 
shoe patterns that are cut higher than any 
except desert boots and half boots 
since the period of Jimmie Walker's spat shoes 
of the late °20’s. 

© New models have hidden inbuilt ruggedness 
but a lighter weight appearance. This is at- 
tained through foot-moulding leathers, softer 
and more supple than the old-time leathers 
used in heavy brogues. 

® Calf, kip and side leathers, in smooth or 
lightly boarded and indented grains are favored 
in dark and medium browns, some with slightly 
reddish overtone, others with newer olive ton- 
ings of brown, burnt or black olive category 
Darkened colors and black contribute to the 
slim look of the foot. 


shoes 


Tongued 


Elasticized Lace 


Center 
Lace 


Tassel Slipon 4} Tip 





Baker Reporting 


from Washington 
(CONTINUED FROM PAGE 30 

“The AMA will continue to insist 
on a complete list of the ingredients 
of a drug on a container’s label. 
Certainly the shoes that a 
wears, especially if that person is a 
child, are in a sense a prescription 
for his feet. 

“It would seem that 
label on shoes 
tance,” he stated. 

The farm union also urged public 
hearings on the Porter bill, and said 
it was ready to present testimony in 
favor of shoe labeling. 

6 


person 


accurate 
impor- 


an 


is also of 


Congressional protests against 
shoe imports are mounting in vol- 
ume. New data on shoe imports show 
the astounding increases in recent 
months. Even congressmen who are 
normally strong defenders of the 
Reciprocal Trade Agreements Act 
(low tariff) are now beginning to 
speak openly of the need for some 


form of legislation to slow the 


enormous volume of imported foot- 
wear. 
Rep. Richard H. Poff (Virginia 


>... 
; Hie’n Hers in Nugget #97 


, 
+ 


Republican) told the House of Rep- 
resentatives recently that even 
though he supports reciprocal trade, 
he now believes the nation must 
“come to grips with this (import) 
problem in a realistic manner.” 
“We must not allow our altruistic 
impulses to destroy our own Amer- 
ican industry,” Mr. Poff declared. 
“American jobs are at stake. The 
stability of the American economic 
system stake. The economic 
welfare of the American people is at 
stake. The solvency of the federal 
treasury involved. No can 
properly suggest that in to 
raise the standard of living in a for- 
eign nation we must be willing to 
lower the of in 
America.” 
Mr. Poff's 
includes Roanoke, 
ton Forge, Va., and the surrounding 


at 


is 


one 


Is 


order 


standard living 


congressional district 
Lynchburg, Clif- 


counties. 

Reciprocal trade should be “truly 
reciprocal,” and should not under- 
mine the economic stability the 
national security of the United 
States, Mr. Poff told the House. 

To illustrate the recent rapid rises 


Mr. Poff 


in imports, cited these 


data: 


—one of General's featured 
fashion colors for Spring ‘61. 


Swatchbooks 


available. 


In March, imports totaled 14.6 
million pairs, including 3 million 
pairs of leather footwear and 11.6 
million pairs of rubber footwear, ex- 
clusive of rubber boots. 

This is an increase of 153 per cent 
over March, 1959. 
Total imports 
months of 1960 
greater than in the first quarter of 

1959. 


for the first three 


are 165 per cent 


Dollarwise, the quarterly increase 
was more than $13.8 million, a ratio 
increase of 91.6 per cent 

About of these 
ports came from Japan, he 
The rest came from Italy, Hong 
Kong, England, West Germany, 
Switzerland, Mexico, 


85 per cent im- 


notes, 


Canada, and 
others. 

Voluntary quotas are of doubtful 
Mr. Poff believes. He points 


out that voluntary quotas agreed to 


value, 


by Japanese textile exporters have 


met with only a limited degree of 


success. 
of the 


Congress is nearly at end, it is un- 


Because the 1960 session 


likely that any legislative relief will 
Mr. Poff is pro- 
posing that the Congress next year 


be voted this year 
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look into proposals to set U. S. 
tariffs on a sliding scale, so that 
foreign producers paying high 
wages would be offered low U. S. 
tariffs, and vice versa. 
* 

leather execu- 
tives were brought up to date here 
recently on the government's secret 
plans for running the U. S. economy 
in time of war or emergency. 

The leather men are all enrolled 
members of the so-called 
reserve, a group which is actually 
the cadre for war and 
agencies of the future. 

The 19 officials of shoe and leather 
firms were among a total of 500 ex- 
ecutives from all industry. 

Under the government's executive 
reserve plan, members serve without 
pay and agree to attend 
from time to time on the 
national preparedness. In 
war or emergency, they 
drafted to manage federal agencies 


Nineteen shoe or 


executive 


mobilization 


briefings 
state of 
time of 
are to be 
concerned with the control of pro- 
duction, inventories, and prices 

The shoe and 
enrolled with the Leather, Shoe 
and Allied Products 
ness and Defense Services Adminis- 


n Hers 


leather reservists 
are 


Division, Busi- 


GENERAL | 
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tration, U. S. Department of Com- 
merce. J. G. Schnitzer is director of 
of the Division. 

The shoe and leather reservists at- 
tending the recent Washington 
briefings are: 

Lee C. McKinley, International 
Shoe Corp.; J. H. Weiner, Reliable 
Luggage Co.; George E. Harding, 
Howes Leather Co.; Merle A. Delph, 
M. A. Delph Co.; Ben W. Roberts, 
Barkey Importing Co.; Fred J. 
Weber, Weber Shoe Co.; John D 
Reardon, Daniel Green Co.; William 
K. Kopp, A. C. Lawrence Leather 
Co.; Richard J. Potvin, R. J. Potvin 
Shoe Co.; James L. O’Kelley, Robert 
Scholze Tannery; Leonard D. Nec- 
tow, A. S. Beck Shoe Corp.; Thomas 
R. Hickey, John R. Evans & Co.; 
Fred E. Gaissert, Palizzio, Inc.; An- 
thony J. Pilar, Jr., Pilar Riverplate 
Corp.; Harold B. Ross, A. H. 
and Sons Co.; Richard A. Olson, [n- 
ternational Products Corp.; Jack E. 
Weiller, Jack Weiller & Co.; Alex- 
ander Rennie, Jr., Page Belting 
Co., and Harry L. Johnson, Endicott 
Johnson 


Ross 


( orp. 
o 
The Supreme Court has agreed to 
pass on the constitutionality of Sun- 


blue laws. It agreed to hear 

of the Sunday-closing 
three states, Maryland, 
Massachusetts and Pennsylvania. 

The which originated in 
Colonial times, recently have pro- 
voked a rash of lawsuits by cut-rate 
who want to do 
seven days a week. 

The growth of highway 
which do a heavy Sunday business 
added to the controversy, as 
have lawsuits by Jewish merchants 


day 
challenges 
laws in 


laws, 


dealers business 


stores 
has 


whose sabbath is Saturday. 

The high court has not consented 
blue law cases since 1900. 
In times it has dismissed 
legal challenges without comment, 
giving the impression blue laws were 


to hear 
recent 


untouchable. 

The Supreme Court is going to 
give the whole blue law system a 
thorough going over. The decision 
will not come until fall. 


Eldria A. Cummings has bought 
Bolton's Jarman Shoe 
Jackson, Miss. Mr. Cummings, who 
has 22 the 
owns and operates Eldria’s Family 
Shoe Store at Pearl, Miss. 


Store in 


years in business, also 


44 NEW IDEAS FOR POPULAR PRICED 
SHOES IN A VARIETY OF SPLIT LEATHERS 


BY GENERAL! 


See these new companion shoes plus 42 other exciting 


designs that will be available to General Split custemers for 1961 
at the Crystal Room, Allied Products Show and Booth No. 95 
Tanners Council Leather Show. 


GENERAL SPLIT CORPORATION 


World's Largest Producer of Split Leathers 


748 W. VIRGINIA STREET «+ 


MILWAUKEE, WISCONSIN 


Leathers available with 
Scotchgard® 





Re : é¥ ings Re Fos as PP Ba RH» 
se ae: MAO ee op 
* * Si +, el Ballpen! os « 


for Samples write: Cat's Paw Rubber Company, Inc., Baltimore 30, Md. 
in Canada; Cat’s Paw-Holtite Rubber Company, Ltd., Drummondville, Que. 
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e Dates to Remember 


MAJOR MARKETS ... 


Allied Shoe Products Show, Spring-Sum- 
mer 1961, Sheraton-Atlantic Hotel, 
New York June 20-23 


Shoe Fabric Show, Spring-Summer /961, 
National Shoe Fabric Assn., Hotel 
New Yorker, New York ....Jdune 21-24 


Leather Show, Spring-Summer 196}, 
Tonners’ Council of America, Statler 
Hilton Hotel, New York June 23-24 
Mid-Season Shoe Fashion Conference 
Week, Nationa! S Monufoctur 
Assr National Shoe Retailers 
New Enalar Le 
nd Nat 
York August 21-24 
Advance Spring Shoe Market Week, 
New England Shoe and Leather Asser 
National Shoe Fair, Nationa! Shoe 
Monufacturers Assn. and Nationa 
hoe Retailers Assn., Palmer House 
Morrison, Conrad Hilton and Con 
f Hotels, Chicago October 23-27 
Popular Price Shoe Show of America, 
New England Shoe and Leather 
Assr 2nd Notional Assn. of Shoe 
Stores. New Yorker and Shero- 
tlantic Hotels and New York 
Build ng New York 


November 27-December | 


. AND KEEP IN MIND 
Merchandising Clinic, National Shoe 
Ma ‘ turers Assn Statler-Hi.ton 
Hotel, New York June 21-22 
Baltimore Shoe Show, 8c'tir 
Club and As sted Shoe 
Baltimore. Lord Solti 


Baltimore y 


Shoe Guild, Resort and Ad 


Designers 
vance Spring Openings, members 


wr ms, New York 


Week of August 21 
Midwest Shoe Travelers’ Assn. Holiday 
Shoe Show, Palmer H e nr 2g 
Auaust 21 24 
Miami Beach Shoe Show, Deouville 
Hotel. Miami Beach. Fic. September 25-28 
c 


Northwest Shoe Travelers, Inc., Spring 
Shoe Fair, St. Paul Hotel, St. Paul 
Mine October 29-November | 

Accounting and Office Management 
Clinic, Eastern Session, National Shoe 
Manufacturers Assn., Hotel Roose 
volt. New York November 

MASTA Spring Shoe Show, Middle At 
antic Shoe Travelers’ Assn., Ben- 
amin Franklin Hotel, Philadelphia 

November 


Southwestern Shoe Travelers Assn., Inc., 
Sorina Shoe Fair, Adolphus, Boker 
Southland and Statler-Hilton Hotels 
Dallas November 6-9 

West Coast Shoe Travelers’ Associates, 
Spring Shoe Show, Alexandria, Bilt 
more and Sheraton West Hotels 
Los Angeles November 

Pennsylvania Shoe Travelers’ Assn., Inc., 
Snr Shoe Gh a 4 + Carlton 

ad Penn-Sheraton. Pittsbural 


November 12-16 


Mountain States Shoe Travelers 
. ) Ch . Aihar 


Assn., 
c ror = | ‘ae 


} 
De ¢ vember 

Midwest Shoe Travelers’ Assn., Sprir 
Claas < f y bd e Ch 3 


“ 
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MEN'S SIZES: Style 6707 Black 
6 to 12; B,C, D,E 


BOYS’ SIZES: Style 207 Black 
3to7;B,C,D,E 


MEN'S SIZES: Style 6709 Black 
6 to 12; B,C, D, E 


BOYS’ SIZES: Style 205 Black 
3to7;B,C,D,E 


FIRST AID 


for your 


Teen Trade 


New buckle treatments, ornaments — the hardware your teen 
trade wants is here in the styles they prefer! Yorktown 
presents a special series of pre-tested teen styles as an im- 
portant part of its tremendous new Fall-Winter line. The 
smartest men’s-boys’ shoe story of Fall-Winter from one de- 
pendable source: In Stock: 140 men’s styles ($10.95-$15.95 
retail) and 28 boys’ styles ($8.95-$9.95 retail). 


Nationally Advertised in 
LIFE and ESQUIRE 


a 
1 
ul 


r 


hoes 


FOR MEN AND BOYS 





THREE GENERATIONS OF FINE SHOEMAKING 
Write for Catalog 


GARDINER SHOE CO., INC., GARDINER, MAINE 
New York Office: Marbridge Bidg., 47 W. 34th St. 
For Western Distributors: 
Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 





ANOTHER STYLE-RIGHT 
LEATHER BY ARMOUR 


FOR YOUR SWATCH BOOK WRITE 


WwW ARMOUR LEATHER COMPANY 


a DIVISION OF ARMOUR AND COMPANY 
tomorrow's tannages today 
SHEBOYGAN, WISCONSIN 
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TANNERS’ COUNCIL OF AMERICA, INC. 


d7@th Semi-Annual 


Showing of American Leathers 
Statler-Hilton = June 23rd and 24th, 1960 


Dramatic Turning Point 


23 and 24 will do more 


shoe 


HE Leather Show June 

than open the curtain on a new 

There is a growing expectation throughout the 
leather and shoe trades that the Show will mark a 
dramatic turning point for the industry. Months of 
comparative caution and hesitation have brought the 
realization that consumer demand has outstripped trade 
activity. With a background of solid and vigorous re- 
tail business setting doubts to rest, the leather and shoe 
industries are ready to move forward again. 


season. 


In large part the hesitation observed in the trade 
during recent months stemmed from the violence of 
market fluctuations in 1959. However, the emergence 
of stability at reasonable and favorable levels has dis- 
sipated hesitation. With trade inventories progressive- 
ly reduced during a period of more or less watchful 
needs are now beginning to 
make themselves actually felt. Above all, the striking 
demonstration of consumer demand potentials during 
the spring has given meaning and vitality to shoe in- 


waiting, merchandising 


dustry goals 


It has become clear that the production of 630-odd 
million pairs of shoes noted in 1959 represented far 
more than a statistical flurry. To the skeptics it seemed 
inevitably meant excesses. 
have demonstrated otherwise. 


needs of a population exceeding 180 millions makes 630 


that such record output 


Sales facts Basic shoe 


million pairs a normal bench mark, 


Maintenance of volume at the new level set in 1959, 


and continued in 1960, requires more coordination and 


more planning than ever before. Seasonal needs must 


be anticipated and projected by many months in order 
to be sure of continuity in the pipeline. For that reason 
the lead time provided by the Leather Show on June 
23 and 24 has become invaluable to manufacturers and 
their resources. Advance style and product development 
in the leather industry recharges the battery of sales 
appeals for shoes, lays the groundwork for promotional 
planning and continuous merchandising effort. 

At the forthcoming Leather Show the upper leather 
tanners of the United States will once again demon- 
strate indisputable world leadership in leather styling 
and technical development. New variety in leather col- 
ors and textures create the plus values to sustain rising 
shoe sales. Coordination in color standards, effected 
through industry action, lends confidence and assurance 
for long range styling. For example, the new spring 
colors to be exhibited by 101 tanners at the Leather 
Show carry more authority and positive leadership than 
in any prior season. Industry-wide backing and co- 
ordination thereby give the manufacturer and his cus- 
tomer an uncluttered and certain style path. 

One of the remarkable features of the leather and 
hoe industry picture is the complete absence of inven- 
tory pressure. Almost everywhere in these industries 
months of caution have succeeded in nibbling away at 
minimum stocks. Consequently all levels of the indus- 
try are physically, as well as figuratively, in an open- 
to-buy position. No industry could ask for a healthier 
base on which to work in meeting the upward curve of 
consumer demand. And, for that reason, the Leather 
Show in June could well be the trade event to begin 
turning favorable prospects into trade realities. 





OFFICERS 


PRESIDENT EXECUTIVE 
H. K. DUGDALE VICE-PRESIDENT 
. IRVING R. GLASS 


SECRETARY 
LEIF C. KRONEN 


Company 


Acme Leather Co. 


(Division of Beggs & Cobb, Inc.) 


TREASURER 
—E. G. SMITH 


Allied Kid Company 
Brezner Division 
Standard Division 
McNeely Division 
Sterling Division 
New Castle Division 


EXHIBIT COMMITTEE 


S. B. FOOT, S. B. Foot Tanning Co 

D. N. GUTMANN, Gutmann & Co 

MILTON HUBSCHMAN, E. Hubschman & 
Sons 

FRANK R. LEMP, Armour Leather Co. 

JOSEPH W. MAC PHERSON, John R. Evans 
& Co. 

STUART A. SPAULDING, A. C. 
Leather Co. 


Inc. 


Lawrence 


June 15, 1960 


LIST OF EXHIBITORS 


Amalgamated Leather Cos., Inc. 
Amdur Leather Co., Inc. 
William Amer Company 
American Belly Tanning Corp. 
American Kid Company, Inc. 
Armour Leather Company 


Peter Baran & Sons, Inc. 
Barrett & Company, Inc. 


Beadenkopf Leather Co. 
Beggs & Cobb, Inc. 

Benz Kid Co. 

Besse, Osborn & Odell, Inc 
Braude Bros. Tanning Corp. 
W. D. Byron & Sons, Inc. 


Carr Leather Co. 
Chilewich Sons & Company 
{Leather's Best Division) 
Colonial Tanning Co., Inc. 
Continental Tanners, Inc. 
Crestbrand Leather Co. 
Cromwell Leather Co., Inc. 


John E. Daniels Leather Co., Inc. 
(Jedco Leathers Division) 
onnell & Mudge, Inc. 
F. C. Donovan, Inc. ; ee 
(CONTINUED ON PAGE 70) 
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l3th Store 


Features Casual Bar... 


Pre-selection displays, striking beauty and efficiency 


of layout are features of this “shoeman’s paradise.” 


gy, ™~ ILLIAM HAHN & COM 
a PANY'’S 13th store, opened 
- a a short time ago, features 


a casual bar—something of an inno 
ll vation with Hahn. The bar, which 
is immediately to the right of the 
main entrance, is staffed by sales- 
girls in blue and white French 
smocks and white berets. Many 
open displays to encourage pre-se 
lection shopping have been incor 
porated in the layout. This is a 
result of successful experience with 
such displays in other Hahn stores 


Price and lot number are marked 


fhove: windows are glass backed. Thev 
are heated in winter and air conditioned 
in summer. 


Left: the men’s department is at the rear 
of the store. Shoes on the many open dis 
plays are marked on the soles with price 
and lot number 














5 a a a 


The etched glass mural is a unique feature. The 40-{oot handbag and hosiery bar is at the left. 


on the soles of shoes on open dis- 
plays. 

The new store is in the Wheaton 
Plaza Shopping Center, Maryland, 
one of the country’s largest shop- 
ping centers. There are 70 stores 
in the Center and 1,000,000 sq. ft. 
of space. The store itself is the 
largest Hahn store on one floor. Ul- 


timate seating capacity is for 150. 
The stock area is for 30,000 pairs. 
The store's interior is in salmon 


and gold. The floor is black and 
white terrazzo, with gray carpet- 
ing in the fitting areas. The ceiling 
is illuminated with the latest type 
indirect lighting plus spots for dis- 
plays. A 40-foot, mirror-backed 
handbag and hosiery bar dominates 
one wall. 

Just inside the main entrance, an 
etched glass mural by Herman 
Perlman sets the style keynote for 
the store. The mural is 8 ft., 10 in. 
oy 3 te ¢ It’s theme is the 
days of the Hahn company, 
established in 


in. 
early 
which was 1876. 
Edge lighting from the frame sets 
off the mural. 

The store is completely air con- 
ditioned. Display windows are glass 
backed and are also heated and air 


The casual bar is at the right of the main 
entrance. Salesgirls at the bar wear blue 
checked French smocks and white berets. 


conditioned. 
the outside doors help to keep the 
store’s temperature uniform. 

According to Frank Barron, man- 
ager, the store, in addition to its 
striking beauty, is functionally a 
shoeman’s paradise. Everything 
has been done to improve efficiency. 
For instance, stock is received from 
trucks at an underground unload- 
ing area in the basement and car- 
ried to the upper floor by conveyor 
belt. 

A large part basement, 
which extends the 
store, has been set aside as display 
headquarters for all the Hahn 
Displays are manufactured 


of the 


under entire 


stores. 


Forced air vents over 


and stored there. Hahn 
manager is Bill Wyatt. 
William Hahn & Co. is an inde- 
pendent retail chain of which Gil- 
bert Hahn is president. During its 
entire 84-year history, the company 
has been owned and operated by 
members of the Hahn family. The 
third generation are now in execu- 
tive positions, including Harry 
Hahn, Jr., Arthur Hahn, Stephen 
Heller and William Hahn. The com- 
pany counsel is Guibert Hahn, Jr. 
Frank Barron has with 
Hahn for 15 years. He was previ- 
ously manager of the store at 7th 
and K streets, Washington. Assis- 
tant manager is Daniel Morgan. 


display 


been 





BLACK 
GLAZED 
KING KID... 


naturally elegant... 


naturally 
profitable 


WILLIAM AMER COMPANY 
PHILADELPHIA 23 


Fashion Office: 1270 Broadway, New York 1 
Charline Osgood, Fashion Coordinator 
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Fresh Design Ideas 
Will Dominate Allied Show 


The earlier timing of the show permits a broader range of “experi- 


mental” styling and design treatments, with ample time for pre-season 


testing. Exhibitors will show hundreds of new items for spring °61 lines. 


HE Allied Shoe Products Show, part of the semi- 
annual Shoe Resources Market, plays host to an 
anticipated 3,000 and stylemen at the 
Sheraton-Atlantic Hotel (formerly the McAlpin) in 
New York, June 20-23 
Over 180 exhibitors will display hundreds of new 
1961, The 
timing, now providing seven weeks of additional “lead 
for shoe manufacturers in the preparation of 
new lines, is expected this year to permit a broader and 
‘experimental” styling treat- 


buyers 


items for spring, footwear lines. earlier 


time” 


‘ 


more extensive range of 
ments, 


Extended Lead Time 
Heyde, executive director of the Allied 
Show, states that lead time now made 
available is giving the shoe industry an opportunity to 
trial-test more fresh design ideas prior to official open- 


Clarence R. 
“the extended 


ing of the new season. This will prove a boon to manu- 
and alike. Both will be 
the basis of early testing on the open market, of new 
footwear styling themes and treatments when the sea- 
This is result in fewer 
misses and more hits, with a more profitable showing 


facturers retailers surer, on 


son actually opens. sure to 
all around.” 

With the spring, 1961, season still somewhat of an 
unknown quantity in terms of production and sales, 
there is current indication that stylemen and shoe man- 
ufacturers will broaden their lines as added insurance 
to attract sales volume to at least match, and possibly 
surpass, the figures of the past two spring seasons, 
which established peak heights. 

Shoe industry marketing analysts point out that with 
1959 reaching a record production level of 632 million 
pairs, and 1960 likely to match or closely approach it, 
a continued peak-level output for 1961 may be hard to 
come by—unless consumers are spurred and inspired 
by fresh themes in footwear to step up their purchases 
beyond normal plateaus. 

Commenting on this important point, Fred N. Phil- 
lips, general chairman of the Allied Show, and president 
of Phillips-Premier Corp., says, “Experience shows 
that a period of high-level shoe production and sales 
need not inevitably be followed by a let-down before 
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the next upward movement sets in. Experience shows 
that if general economic conditions are satisfactory, 
consumers will at any time respond in a healthy way to 
fresh stimulants in footwear styling. The needle toe 
and heel of past seasons demonstrated this graphically. 
The industry, now strongly conscious of this significant 
marketing fact, is girding to provide these styling 
stimuli for next spring’s lines. With the economic cli- 
mate outlook favorable, there’s good chance that good 
marks will be set for shoe business during the first 
half of next year.” 


{ Strong Finish for "60 

Shoe manufacturers foresee a strong last-half finish 
to 1960 as setting the stage for a healthy sales spring in 
’61—depending, however, upon the impetus of fresh 
fashion treatments in footwear. The recent fall shoe 
shows gave ample evidence of confidence in shoe busi- 
ness over the months ahead, and clear signs of no fat 
on retail inventories. Retail sales have been moving at 
a gratifying pace, and prices appear to be fairly well 
stabilized. While no boom is anticipated, no recession 
is in the cards, either. The one powerful challenge for 
retailers and manufacturers alike: an unprecedented 
intensity of competition. 

States Mr. Phillips, “The competitive status of costs, 
prices, quality and value among manufacturers as we 
move into the 1961 season, appears to be fairly well 
balanced. What is most likely to tip the competitive 
scale in the case of the individual manufacturer is the 
style freshness of his spring, ‘61, lines. It is here 
where individuality will show up and pay off. Next 
spring’s shoe business will be fought mainly with the 
weapons of fashion.” 

Allied Show exhibitors, representing the nation’s 
leading shoe fashion supply firms, report white-heat 
pre-season interest in supply items which can lend dis- 
tinctive styling effects or fresh merchandising handles 
to spring lines. Conscious of this extraordinary de- 
mand, the Show’s exhibitors are coming to the Shoe 
Resources Market with—as one exhibitor put it—“bags- 
ful of surprises that should make this one of the most 
active sampling and buying shows on record.” 





The Stiletto Heel Story 


Floors Suffer but Sales Soar 


The makers of floor coverings 
complain but the women keep 
on buying them just the same. 
come to the 


Improved types 


rescue. 


By CHUCK HOSSACK 


IN RECENT years, stiletto heels 
have carved a niche in women’s 
fashions. Lamenting floor covering 
manufacturers and claim 
they’ve also carved niches in many 
floors. 

Although the flooring people have 
been praying for styles to change, 
the women have been buying more 
and more stiletto heels. Fashion 
forecasts predict that stiletto- 
heeled shoes will be fashion leaders 
for dressy and daytime wear during 
the fall and winter of 1960. 


dealers 


Some housewives and more office 
managers complain that the floors 
are taking a beating but shoe retail- 
ers say stiletto-heeled shoe 
aren’t taking anything of a beating. 
Sales continue to soar. 

Al Ornstein, assistant buyer of 
women’s shoes at Maurice L. Roths- 
child-Young Quinlan Co., Minneap- 
olis, said. “When you show a woman 
a pair of shoes with thicker heels, 
she thinks you're trying to sell her 
last year’s shoes.” 

“Certainly women prefer the sti- 
letto heels! When a woman wants 
a fashion shoe, she wants one with 
a high thin heel,” responded George 
Loutkow, buyer of women’s shoes at 
John W. Thomas & Co., Minneap- 
olis, Minn. 


sales 


Relief in Sight 


There are stiletto heels that, al- 
though they cause tremendous pres- 
sures per square inch, do not cause 
any serious damage to floors. 

“The development of the poly- 
urethane heel lift has helped allevi- 
ate the floor covering problem. This 
lift distributes the weight of the 
wearer better and not wear 
down to the spike or nails quickly,” 
said a spokesman for the Armstrong 
Cork Co., Lancaster, Pa. 

In the meantime there are shoe 


does 


buyers like Fred Absher Jr., Fa- 
mous-Barr Co., Clayton, Mo., who 
only know the stilettos are in de- 
mand. Mr. Absher said, “We are 
not hearing any complaints about 
stiletto heels damaging floors. Our 
suburban customers definitely pre- 
fer the very thin All 
want them.” 


heels. ages 


While most women definitely pre- 
fer stiletto heels, wibbly-wobbly or 
not, the woman's weight is an im- 
buying factor. They 
the very thin and 
avoided to a extent by 
overweight. 

But it doesn’t take a weighty girl 
to throw a lot of weight around if 
she wears stiletto heels. According 
to the Wall Street Journal, “One 
firm claims a 112-pound lass on 
spiked heels exerts 4,000 pounds of 
pressure per square inch, while a 
224-pound man in regular 
puts only 24 pounds of pressure on 
a square inch.” 

A representative of American 
Biltrite Rubber Co. said tests show 
the lass exerts pressures closer to 


portant sell 


best to are 


great the 


shoes 


10,000 pounds per square inch. Some 
British firms claim 20,000 pounds 
per square inch. 


1 Different Problem 
Where the shoe has a leather lift, 


the pressure per inch is 
about 1,000 pounds, according to the 
Armstrong Cork Co. However, when 
the lift wears and all of the wom- 
an’s weight is carried on three small 
nails, pressures jump to anywhere 
from 12,000 to 60,000 pounds per 
square inch. The floor covering 
makers claim it is this situation 
which the most 
pockmarks. 


square 


results in serious 


floor damage 


“Metal lifts 
problem. When they 
representative of 
Biltrite Co., 
to peen over and the resulting edge 


different 
wear,” said a 
the American 
“they have a tendency 


cause a 


cuts flooring, especially under desks 
where the heels are at just the right 
cutting angle.” 

At the shoe fair of the Ohio Shoe 


Travelers’ Club, the travelers for 


some of the nation’s leading high 
fashion women’s shoe said 
their companies are continuing to 
add stiletto heels. But most manu- 
planning alterations 


houses 


facturers are 
designed to make them safer and 
less damaging to floors. One trav- 
eler said his firm offers shoes with 
plastic lifts, vacuum - cupped to 
make them safer. Tests have proven 
the heels safer to the wearer and 
less damaging to linoleum, composi- 
tion tile and carpets, he said. 


The ruling fathers of Mobile, 
Ala., passed a law prohibiting cer- 
tain types of heels the 
without the wearer getting a per- 
mit. It saves them from suits 
if women get the heels caught in 
grates or crevices. It’s also poorly 


on streets 


law 


enforced. 

Boardwalk concessionaires in At- 
lantic City, N. J., other re- 
do a good selling 
heel covers that keep the heels from 
getting caught between boardwalk 


and at 


sorts, business 


boards. 


Come Barefoot! 

The vicar of St. Peter’s Church 
tuddington, England, told his fe- 
male parishioners that if they must 
wear stiletto heels to church, they 
should take them off outside. He 
doesn’t want the church’s new $378 
carpet damaged. 

Lever Brothers in England in- 
structed the office girls to leave the 
stiletto heels home and work in 
flats. 

Stepping stones were placed over 
sidewalk gratings by a Nurenberg, 
Germany, department store to pro- 
tect stiletto 
from falls 

Harry Butler, shoe merchandiser 
of May-D&F Store, 
suggests that hotel 
educated about the 
grilled hotel 
where they can catch heels 


women wearing heels 


Denver, Colo., 
managers be 
dangers of 
mats at entrances 
He sug- 
gests replacing or covering these 
mats. 
teports ne’s heard of falls or 
floor damage haven't influenced the 
buying of Eugene Marcott, buyer of 
high for the 


style women’s shoes 
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Jordan Marsh Department Store, 
Boston, Mass. He said the heels are 
in demand and women are solving 
the floor problems by wearing shoes 
with broader heels for work around 
the house. 

A spokesman for the White House 
Floor leading Denver floor 
covering distributor, said soft floor 
goods, like inlaid linoleum, rubber, 
vinyl and asbestos tile, have been 
badly damaged in homes, offices and 
public buildings by stiletto heels. 
This firm replaces damaged floor 
covering but the customer pays. No 
guarantees are issued against heel 
damage. 


Co., a 


Slight Carpet Damage 

L. W. Bechtel, manager of Alex- 
ander Smith, Inc., and R. J. Dodds, 
manager of Burnham Stoepel Co., 
both Columbus, O., floor covering 
dealers, said damage to carpeting 
is slight. Some repair or reimburse- 
ment is made in some instances to 
keep a good customer. 

In the same city, Irving Smith, 
buyer-manager of women’s shoes at 
the downtown Company 
store, he no com- 
plaints about floor damage, or fall- 
ing. His ordering reflects “very lit- 
tle” hesitancy on the part of the 
women; they definitely want stiletto 
heels. 


Union 


said has heard 


Henry C. Hartenbach, of Henry 
C. Hartenbach, Inc., a St. Louis re- 
tail floor covering and rug cleaning 
firm, said, “Damage to tile flooring 
is quite serious. We are noticing it 
right here in our own office. The 
floor is pockmarked so badly it is 
not presentable. We have asked the 
girls in the office to switch to other 
heels for office wear.” 

His opinion was shared by three 
Atlanta, Ga., salesmen for the large 
floor covering firm of George F. 
Richardson Co. 

“We have had to replace some 
floor covering because of damage 
stiletto heels,” said one 
salesman. He added, “We did not 
do it free. It’s not fault the 
women wear those heels.” 


done by 


our 


A second salesman chimed in, 
“The floor covering industry would 
welcome the end of those things. 
They're murder on linoleums.” 

The third salesman said the dam- 
age was negligible in homes be- 
cause women get out of the high 
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heels as soon as they get into the 
house. 


Any Answers? 

Have the flooring people found 
any answers to the problem? Arm- 
strong Cork Co. reported that all 
materials, including resilient floors 
and wood flooring, are marked by 
spike heels. 

The luxury vinyl tiles and some 
of the rubber tiles have excellent 
recovery characteristics even 
though they aren't impervious to 
nail indentations. 

And, the flooring firm adds, the 


‘ 
. a 
*teeneseee® 


Prk 


GOLD COIN 


Style GC-17 
Bro 


Write today 
to learn what 
VOTAN ‘“SurceSoze” 


with G-C-P”’can 
do for YOUR 
SHOE SALES! 


27 SPRUCE ST. 


visible effects of the nail damage 
is minimized by light, multi-colored 
flooring, swirl graining or imperial, 
confetti-type mottling, nubbly or 
embossed surface textures, low 
materials and and 
cushioning underlayments. 


gloss waxes 


As for the heels, they’re defi- 
nitely in the fashion picture. The 
women want heels on their shoes 
which are in keeping with the slen- 
derness and elongation of the last 
shapes. The desired effect is grace- 


fulness and this demands a thin 


heel. 


GERBERICH-PAYNE 


adds the 
Selling Impact 
of 
VOTAN ‘SureeSoze” 
with G-C-P”’ to 
their line 


of popular 
“GOLD COIN” 
Shoes for Boys! 


LEATHER 
-plus! 


| VIRGINIA OAK TANNERY SALES CORPORATION 


NEW YORK 38, N. Y. 


In Conedo by BEAROMORE & CO., Limited, Acton, Onterie 





FIRM NAME 


KEY TO 
TURNOVER | O08 FH A-<YARDSTICK 


Date item } Cost 
placed in your 
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THE VITAL SPOT 


Misunderstanding 
here can 
undermine profits 


Bank on the profit protection of Monarch Price 
Marking! Profit by knowing how long items 
have been on the shelf and what your cost was. 
Profit by giving the customer a highly readable 
price. Profit, too, by quick setting of both top 
and bottom lines. “Dialing” the versatile, in- 
expensive and long lasting bands of rubber 
type on Monarch’s Model 20 

lets you rapidly print tags and 

pressure sensitive labels with 

but a few seconds change-over 

time. Send for full information 

—there’s no obligation. 


The MONARCH Marking System Co. 
216 South Torrence St., Dayton 3, Ohio BSR-640 


i om interested in a Monarch Model 20 Dial-A-Pricer price-marking 
machine. Send me information on it—without obligation. 


NAME 





TITLE 





city 





STATE 





LITTLE THINGS ... 
Make the Cash Register Jingle 
by PATRICIA A. SCHALLER 

“LITTLE THINGS count a lot in successful retail- 
ing,” says Bert Palmer, manager and assistant buyer 
at Boynton’s Shoe Store, Plattsburgh, N. Y. 

Although both Mr. Palmer and Alton G. Nelson, 
store owner, recognize the value of proper fit, adaptive 
styling and unimpeachable quality, the past eight years 
have convinced them that footwear merchandising must 
also include a deep look into the customer and an effort 
to satisfy her “little needs.” 


Perfect Housekeepers 
For instance, Mr. Palmer feels that quality custom 
ers are entitled to clutter-free surroundings. “‘Psycho- 
logically, too,”’ he says, my 
“clutter cheapens.” So per- 


ee 
fect housekeeping is the ; 


. *-¢ 
rule at Boynton’s. 


A specially built chute 
speeds shoe boxes, wrap- 
pings and other trash to a 
basement carton. No Boyn- 
ton customer ever has to 
move discarded cartons 
from a seat before she sits 
Feeling that “Saturday 
shoppers” are a_ special Mr. Bert Palmer keeps the 
store free of clutter by using 


brand, Boynton’'s hee!l- 
a Jonge the trash chute. 


catches several shoe models 
on their boxes as a Saturday display feature. How 
ever, on Monday the shoes are al! back in their boxes 


Show Everything 
“All women enjoy ‘shopping’ every model,” say 
Mr. Palmer. So the store recently adopted a 100 per 
cent stock display. Every model is represented either 
in the bright theme-trim street windows, on distinctive 
wrought-iron “feature tables” or on the mid-store di 
play island which is also an effective divider betwee 
the men’s and women's de 
partments 
Men's footwear is al 
100 per cent displayed, but 
for different reason 
“While women. enjoy) 
‘browsing among ou 
shoes, men actually need 
display models to convey 
their style preferences to 
sales personnel,” says M1 
Palmer. “A woman can 
describe the shoe she 
wants. A man finds it 
easier to point to a certain 
model and say, ‘That 
un? 7 
Usually without realiz- 
ing it, Boynton customers 


Miniature shoes in a window sun sahihed 
display cotch the eye of the *'e also su jected to a spe- 


passing window shopper. cial display merchandising 
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trick. Currently occupying a position of honor in the 
Margaret Street windows is a display of Paradise Kit- 
tens and Kitten-ettes. The display features the Brauer 
Bros. Shoe Company’s new miniature display shoes. 

“Everyone loves a miniature,” says Palmer. “People 
look and comment in spite of themselves.” 

But the big “trick” is the store’s open-front windows. 
While the potential customer thinks she is “only win- 
dow shopping,” her eyes are actually drawn into the 
store by a strategically placed “customer-interest”’ table 
immediately inside. 


Women Like Carpets 

From this little wrought-iron table the eye travels 
to the cheery mid-store display. Before she knows it, 
the “window shopper” is actually inside the store get- 
ting a closer look at a shoe “that just happened” to 
catch her eye. 

Men's, women’s and children’s sales floors are sepa- 
rated at Boynton’s. Not only the sales technique differs 
widely among the three. Boynton'’s found that women 
love wall-to-wall carpeting when they shop. Close ob- 
servation, however, showed that men seem uncom- 
fortable on carpeting. “Now we have only a narrow 
strip of carpeting on the men’s side,” says Mr. Palmer, 
“and the rest of the sales floor is hard-surface flooring.” 

A free public telephone at the rear of the island 
display is another “little service” that pays off for 
Boynton’s. Even if she is only on a half-hour shopping 
spree, Mother often makes a check-up call to her baby- 
sitter. She calls from Boynton’s and saves a dime. But 
she often spends dollars for shoes that catch her atten- 
tion when she passes through the store to the telephone. 


Institutional Ad Stresses Fit 


An institutional advertisement that stressed the 
importance of the correct fitting of children’s shoes 
resulted in increased community prestige for the 
Lynch Family Shoe Store, 121 S. Saline St., Syrac 
N. Y 

The promotional advertisement was designed to 
impress area residents with the meticulous attention 
the Lynch organization pays to fitting children’s 
shoes. The large advertisement was backed by a 
store display built on the theme, “Young, Growing 
Feet Need Lynch Shoe Fitting.” Included in the 
advertisement were the photographs of store execu- 
tives and personnel and copy which stressed the im- 
portance of knowing the basic fundamentals of child 
growth and bone structure in order to fit shoes 
properly. 

The ad carried several photos illustrating the chil- 
dren's foot fitting process at Lynch's, with this cap- 
tion: “We understand, we are trained, we specialize 
in helping mothers be sure their children’s shoes are 
correct in length, width and the proper type to pro- 
mote strong, healthy bone growth and proper pos- 
ture,” 


\ fellow we know has a kid attending school in Rome: 
he writes home every week to ask for XXV dollars 
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THE TOUGHER HIS JOB 
THE MORE HE BABIES HIS FEET 


He has to. His feet are his livelihood. And the life 


of his foot is in the sole of his shoe. That’s why Vul- 
Cork soles are worth more to him. 


They're important to his job, and his day’s 


comfort is your day’s business. 


Vul-Cork Sole Div., Cambridge Rubber Co., Taneytown, Md., Makers of M@girras 


VUL:- CORK & € 
VULCORK NEOPR 


$0 light, so flexible, so resilient,you can roll them up. . . right in the palm of your hand. 
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The Leather Show 
(CONTINUED FROM PAGE 61) 


Dreher Leather Mfg. Corp. 
Dungan, Hood & Co., Inc. 


Eagle Ottawa Leather Co. 
Eastern Tanning Company 
(Division of Loewengart & Company) 
B. D. Eisendrath Tanning Co. 
John R. Evans & Co. 


Fermon Leather Company, Inc. 
Flagg Tanning Corp. 
Fleming-Joffe, Ltd. 

John Flynn & Sons, Inc. 

S. B. Foot Tanning Co. 


A. F. Gallun & Sons Corp. 
Garden State Tanning, Inc. 
Geilich Tanning Co. 
General Split Corp. 


Gilbert Tanning Company, Inc. 
Goniprow Kid Co., Inc. 
Gordon-Gruenstein, Inc. 
Granite State Leather Co., Inc. 
William Greiner Co. 

The Griess-Pfleger Tanning Co. 
Gutmann & Co., Inc. 


L. H. Hamel Leather Co., Inc. 
Thomas B. Harvey Leather Co. 
Haus of Krause Division, Rockford, 
Michigan 
(Wolverine Shoe & Tanning Corp.) 
Hebb Leather Co., Inc. 
Hecht American Corporation 
Hiteman Leather Co., Inc. 
Horween Leather Company 
Howes Leather Company, Inc 
E. Hubschmon & Sons 
Hunt-Rankin Leather Co. 


Interstate Tannina Corporation 
Irving Tanning Co., Inc. 


CARE FOR SHOES THE EASY 
WAY with CAVALIER SPRAY 


You need stock only four 
Cavalier dressings to have 
the proper care for all 
smooth leather. Corkette, 
Buck, and fabrics. Retail- 
ing at $1.00, these 6-o0z. 
spray containers are richly 
designed to sell themselves. 


PATENT LEATHER CONDITIONER 


The proper dressing to keep patent leather shoes, handbags, belts, 
etc., bright and pliable. Simply spray clean article lightly and allow 


to dry. 


SUEDE CLEANER 


Cleans suede, Deldi suedes. and all colored nappy leathers (except 
white), easily, quickly, and effectively. 


CORBUK CLEANER 


The safe, dependable cleaner for 
Corkette, Buck, Shag, Bonnie- 
skin, pig, etc. Also ideal for 
cleaning fabric shoes. 


LEATHER WAX SHINE 


Keeps all smooth leathers in ex- 
cellent condition, pliable and 
glossy. Contains lanolin, sili- 
cone, and the highest quality 
leather waxes. 

Sold only by shoe 


men who know 
shoe care best. 


CAVALIER COMPANY 


1201 Key Highway — Baltimore 30, Md. 
West Coast Factory, Oakland 20, Calif. 


Johnstown Tanning Corp. 107 
(Division of Fleming-Joffe, Ltd.) 


1. M. Kaplan, Inc. 105 
Kirstein Leather Co. 15 
Korn Leather Co., Inc. I 
Kroy Tanning Co., Inc 82 


A. C. Lawrence Leather Co 71-72-73 
Legallet Tanning Co. 50 
G. Levor & Co., Inc. 103 
J. Lichtman & Sons 32 
Loewengart & Company 108 
Hermann Loewenstein, Inc 112 


N. H. Motz Leather Co., Inc 45 
Merrimack Leather Company 5! 
W. Milender & Sons, Inc 58 


R. Neumann & Co 55 
The Ohio Leother Company 100 


Pfister & Vogel Tanning Co 6 
Prime Tanning Co., Inc 94 


Herman Roser & Sons, Inc 42 
A. H. Ross & Sons Co 89 
Fred Rueping Leather Company 46 


Secl Tanning Co., Ine 64 
Seton Leather Company 65 
Shrut & Asch Leather Co 70 
South Leather Company 4\ 
Steinberg Bros. Inc. 31 
Superior Tanning Company 36 
Surposs Leather Company 47 
H. Swoboda & Son, Inc 69 


Albert Trostel & Sons Co 61 


United States Raw Skins Tanners. Inc 60 
United Tanners, Inc 56 


Vertza Tanning Co., Inc 62 


Walion Leather Co., Inc 91 
Winslow Bros. & Smith Co be 
Wisconsin Leather Co 44 
Witch City Leathers, Inc 75 


14 Exhibitors Listed 


For Fabric Show 


NEW YORK—Fourteen member 
firms of the National Shoe Fabric 
Association will exhibit their lines 
for spring-summer 1961 at the 
Shoe Fabric Show, June 21-24. The 
showing will be held in the Hotel 
New Yorker 

Exhibitors and their room loca- 
tions: 

A. S. Burg Company, 611-612- 
614-615; Bay State Fabrics, Inc., 
629-630; Flex-Tex Combining Com- 
pany, 516-517; Gilbert Freeman, 
Inc., 518-519-522-523; Gitterman & 
Company, 624-625; G. Hirsch Sons, 
Inc., 527-528; International Fabric 
Corporation, 511-512-514-515. 

Kranz-Nectow, Inc., 525-526; Ma- 
jestic Fabrics, Inc., 540-541-542- 
543; Oriental Fabrics, Inc., 601- 
602-652-653; Charles I. Rockmore, 
Inc., 627-628; Shain and Company, 
Inc., 640-641-642-643; Alfred Va- 
mos, Inc., 529-530; Windram Manu- 
facturing Company, 524. 
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Money saved here adds up... 


to real savings when you package 
ceem With CARRY: PACK” handles! 


. . It's easy to operate The results are so beautiful . . . 
pera prapiionroilasacls no one will ever guess you save money with Carry+*Pack Handles. 


cent! We lend it to you 


free of charge e Carry-Pack gives your shoe packages a custom look and actually 
4 shaves your wrapping costs to as little as 2¢ per package! 

e Your shoe packages will have a new, smart look, plus a new customer 
convenience. Carry»Pack can be beautifully custom imprinted to match 
any design pattern or trade mark! 
e Once you try it you'll quickly see how Carry-Pack handles put more 
profit in every package whether you box, bag or wrap! Don't put it off 
... do it today! 
e Mail this coupon for further information . . . or a free trial. 


CARRY-PACK COMPANY, LTD. 

Schiller Park, Ulinois 

Canadian Licensee: Top Paper Products, Guelph, Ont. 

Gentlemen: 

(0 Send free, 10 day trial in ——. 3 ° 

(0 Send literature and samples. No obligation, of course. ° 
COMPANY LTD 
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it walks 








THE BORG-WARNER PLASTIC THAT’S TOUGH, HARD, RIGID 


Over a million American women now get an 
extra lift—and extra wear—from their “spike” shoe 
heels made of CYCOLAC! It walks longer... 
because it takes abnormal shock, constant 
flexing, and extremes in temperature... better than 
any competitive material tested. Small wonder more 
and more leading shoe manufacturers are turning to 
CYCOLAC for stronger, longer-lasting heels, 
fewer returns, greater customer satisfaction. 


CYCOLAC Better in more ways than any other plastic 
GET THE FACTS ; oe a WRITE TODAY! 


@GAARBOM CHEMICAL ovmen BORG-WARHER 
WASHINGTON ' WEST Vinomia 


ARTISTIC RETAILER STAGES 


Identify the Farm Contest 


IN HONESDALE, PA., William C. Reif used his 
artistic talents for a promotion contest that resulted 
in increased traffic and increased sales at Reif’s Shoe 
Store. 

Mr. Reif, an amateur artist, painted two pictures 
of Wayne County Farms and deliberately included a 
few scenery changes in the oil paintings. The paint- 
ings were then displayed in the store windows and 
Honesdale shoppers were offered $70 worth of prizes 


Two large oil paintings of Wayne County farms which were 

featured in separate display windows of Reif's Shoe Store 

were sales builders. Reif's offered $70 worth of prizes to 
anyone who could identify the farms. 


to identify the farm locations, the farm owners and 
the changes that had been made in the farms by the 
artist. 

The contest was advertised in the local newspape 
No purchase was necessary to enter the contest Any 
one who thought they could correctly identify 
farms took their written answers to the store. In the 
event of a tie Mr. Reif planned a drawing 

The contest cost Reif about $100 in newspaper ad 
vertising. The prizes were donated by Jarman Shoe 
Co., Pedwin, Naturalizer, Robinette and Sandler. 

Mr. Reif said, “I was agreeably surprised at the 
great interest our windows created. All traffic stopped 
Prospective customers would stop and study the oil 
paintings and gradually get around to seeing the new 
display of shoes. It brought in many sales from people 
who ordinarily would not have stopped to look.” 


The American Family Grows 

The average size of a family in the United States 
increased from 3.54 persons in 1950 to 3.66 persons in 
1959. Families generally were largest in the South 
with an average of 3.81 persons in 1959. However, 
white families in the South had an average size of 
3.63 persons and non-white families, 4.67 persons. 
These figures are presented in a report published by 
the Bureau of the Census, U. S. Department of Com- 
merce, announcing results of a survey of households. 
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ra salve 


AN INSPIRATION 
TO DESIGNERS! 














L E V O R PROUDLY INTRODUCES 


A NEW, TREND-SETTING LEATHER...silky in texture... 


glorious in color. Soft, drapeable, and also spongeable... 


Scotchgard Finish. It is in lined weights only. 


“THE WHITEST WHITE" to pale neutrals. Lively Browns. 
Flowery Pastels. Sparkling Brights. Also Black & Navy. 


bgt: 1h). —_— 


RESORT, SPRING AND SUMMER 1961 ARE STRONG REASONS FOR 
COMING TO BOOTH 103 AT THE LEATHER SHOW. 


G. LEVOR & CO., INC. 
GLOVERSVILLE, N. Y. 
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Profile: Francis Callahan 
7 
(CONTINUED FROM PAGE 44) 


types of Bernardo and Joyce. Their 
more moderate lines are on the 
eighth floor: Capezio, Sabrina, Cel- 
lini, British Walkers, Bountees by 
Brevit. 

Fran Callahan will concede that 
according to the best merchandis- 
ing policies, his inventory may be 
high. (They carry about 80,000 
pairs of shoes in the New York 
store.) “We are generally over- 
bought,” he says, “simply because 
we want to make certain that we 
have a full size range. We wou!d 
rather have the merchandise on 
hand, when the customer wants it, 
than to have to go scurrying about 
trying to get it in a hurry... or 
lose the sale. 

“We had one customer last year 
who helped decrease that inventory 
in one sitting. She bought thirty- 
eight pairs of shoes and six hand- 
This sale amounted to $1600. 
This is an exception, to be sure; 
but it’s lovely when it happens.” 
The average sale on the second 
floor is $30 to $47.50. They 


bags. 


also 


C i Gi | rs e Built for Comfort 


eee camecmammenns: Engineered for Durability 
e Designed for Shoe Stores 


e Priced to Sell! 


14 


carry some reptiles and rhinestone 
or jet-studded shoes that sell for 
as much as $200 a pair. 

Fran is a staunch advocate of 
sales training. “There’s no point 
in buying fashion and promoting it 
if your own people don’t know or 
understand your reasoning and the 
thinking behind the purchases. You 
just don’t put the shoes on the 
shelf for the people to try to sell 
them without any background. 
Their first reaction would be: ‘Why 
did they buy them?’ We therefore 
hold sales meetings every other 
week, where we review selling tech- 
niques as well as pass along to our 
people information and suggestions 
that would be helpful to them. 

“At 
Newman, 
and 


these meetings, too, Gloria 
our fashion coordinator 
liaison between the fashion 
magazines the ready-to-wear 
market, discusses the _ fashion 
trends and style picture in general. 
She also presents the merchandise 
and the background thinking of 
why we bought it. This has been 
an excellent, sustaining fashion aid 
to our people. 


and 


about 
New 


have 
the 


“Incidentally, we 


employees in 


r 


seventy-six 


York store. Six of them have been 
with us for twenty-five years; and 
probably about 50 per cent have been 
here more than ten years. You would 
think they wouldn’t adapt too easily 
to the new fashions and merchandis- 
ing techniques, that they would be 
‘set’ in their pattern. But you would 
how quickly and en- 
thusiastically they accept the 
fashion angles. Actually, you don't 
have to hard sell. It doesn’t take 
much to sell a salesman. If he finds 
something he can sell, he’s sold on 
it.”” 

Although the shoe department is 
an autonomous operation, its mer- 
chandising policies, promotion, 
vertising, all reflect the Bonwit 
Teller approach and image. “We are 
in a very high fashion business and 
try to get as much fashion appeal 
and fashion ideas into our presenta- 
tion as Fran. “At 
the same time, we strive to maintain 


be surprised 
new 


ad- 


possible,” says 
the basic business we have 
“Fashion-wise, we have gone the 
whole season with triple needle Ju 
lianellis and Levines; and they have 
As for the 
single needle, I think it has slowed 


been very well accepted 


CONTINUED ON PAGE 82 


for your catalog 
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mf THESE SELLING FEATURES 
“YOU KNOW, “i] max sense To PARENTS 


DEAR—SHE USED . « » SALES FOR DEALERS 
TO BE SO HARD ONLY 
TO Fit!” Pro-tek-tiv’ 





HAS THEM ALL! 
S 


BUILT-IN HEEL WEDGE 
to help keep ankles from 
turning in. 





EXTRA HEEL FITTING AID 
to heip hold the heel in 
normal position 





LOWER OUTSIDE QUARTERS 
‘ no gap at the sides—no 
slip at the heel 





. »s : ‘ Tere ‘ > > 
Back home again—and this shopping trip was different—thanks to Pro-tek-tiv, RIGHT AND LEFT HEELS 
the finest fitting shoes ever made for children. Hard-to-fit are familiar words help give added support to 
% > , 5 . inner side of foot 
to most any Pro-tek-tiv dealer . . . for he carries the line that’s made for 
hard-to-fit feet. Part of the reason is in the Pro-tek-tiv /asts. Other children’s Phd 
shoes are made over lasts which change only once in each size range. oC ws 
In many cases, only the size of the last is varied, instead of the entire contour. ib. Sar | é 


Pro-tek-tiv lasts are changed completely, twice, in each size range. Lie 





DIFFERENT ARCH-HEEL HEIGHTS 


Patterns are graded for each individual size and for every width to fit each changed twice in each size 


development stage of a child's foot. 





Extra built-in features like the Pro-tek-tiv wedge are important to parents. 
They also give you logical and convincing selling points that quickly convert 
shoppers into cash customers. But only Pro-tek-tiv has a// of them. 


For full information about the Pro-tek-tiv line, write today. EMBED 


Pro-tek: tiv’ 


CURTIS ¢ STEPHENS ¢ EMBRY CO., READING, PENNA. FREQUENT LAST CHANGES 


. twice in each size range, 


FINE QUALITY CHILDREN’S SHOES SINCE 1882 a 


BREAK-IN DIMPLES 
provide natural rest for 
the foot 














J. W. CARTER'S 
34th ANNUAL 


KANGAROO SHOE SALE 


Starts July 11 


As in previous sales, there will be 
substantial savings during this 
eagerly awaited National 

event. Orders may be 
shipped at once or at 


any date you specify. 


Be sure to investigate this profit- 
making opportunity early. For com- 
plete details check our local repre- 


sentative, or write directly to 


J. W. CARTER COMPANY 


NASHVILLE, TENNESSEE 


P.O. BOX 30 


LOW PRICES: 


Self-Service Drawing Card 
by GEORGE H. WATSON 


Customers like serving themselves. They especially 
like the money it saves them. 

The operators of two self-service stores in Ft. Myers, 
Fla., have found that self-service store price savings 
have special appeal to their customers. Many of the 
customers are retired residents who have the leisure 
time to shop and limited incomes. 


Both Chain Stores 

The two stores are units of different chains. Both of 
the chains are headquartered in Tampa. One of the 
stores is the Self-Service Shoe Store and the second 


Low prices and the chance to browse throwgh the sfock 
attract the customers to the Shoe Fair in Ft. Myers, Fia., 
where they make their own selection, fit themselves and 
make their purchase. Customers who want help in fitting a 
shoe can get if from one of the employees on the floor. 
is the Shoe Fair. The Shoe Fair is operated by Leed 
Shoe Company which has 13 Florida stores. The ma 
jority of the Leeds stores, however, are conventional 
service stores. 

The locations of both stores are quite dissimilar but 
it isn’t uncommon to find a half dozen customers in 
either store at one time. The Self-Service Shoe Store, 
about four miles from downtown Ft. 
Tamiami Trail, can only be reached by automobile. It 
has a large off street parking area and the operators 
promote a “come-as-you-are” policy. The Shoe Fair is 
in downtown Ft. Myers, just out of the high rent dis- 
trict. Most of the custoniers are walk-in customers. 


Myers on the 


| Easy-To-Reach Stock 


The general formula of operation is the same in both 
stores. Merchandise is out in the open. It is plainly 
marked and the stock is separated by size and divided 

(CONTINUED ON PAGE 80) 


Boot and Shoe Recorder 





@ Gow Corning Biticere 


@ Keeps weter owt 


*T. M. Dow Corning Corporation 
ONE OF) Dreatnes 


@ Mares sroee more 
camtortavie to veer 


Great success with Syl-mer treated boots, 


says Peter Burchfield, Manager and Buyer for Sporting Goods Dept., Joseph Horne Co., Pittsburgh 


“We look for even greater sales on them this year,” 
adds Mr. Burchfield. 

“Dunham’s Duraflex Boot is the big number with us. 
I myself have worn this insulated boot on Canadian 
hunting and fishing trips, and locally in sub-freezing 
temperatures. So ] know it’s waterproof, flexible and 
comfortable.” 

Business on waterproof leather boots and shoes is 
extra business. Are you getting it? There’s only one 
way: with Syl-mer* treated leather and sealed seams 


June 15, 1960 


for absolutely watertight construction without loss of 
softness, flexibility and durable comfort, even after 
wetting. 

This big advance in footwear was possible only with 
Syl-mer, the silicone protection that’s already known 
to consumers for its performance in other products. 
Make Syl-mer — identified by the Syl-mer hangtag - 
your guide to extra footwear profits. 

For details, write: 
DOW CORNING CORPORATION, MIDLAND, MICHIGAN 
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Flirt 
Black 


Grey 


FIT for the child you love 


NYLON VELVETS 
SOFTEST SELL OF THE SEASON! 


For little girls, nylon velvet is very, very big! At pre-season 
showings from coast to coast, these new Little Yankee styles 
won unprecedented enthusiasm from dealers, mothers and 
youngsters! All styles in all sizes. Display them with a dress-or- 
school theme and they’Il sell themselves — fast! 


CREATIVELY DESIGNED BY YANKEE SHOEMAKERS 
A division of the Sam Smith Shoe Corporation, Newmarket, N. H. 
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Outgrown before iow re outworn! 





4thickio: Pubs have the 


life-time soles guaranteed to outlive the uppers 


Indestructible and guaranteed impervious to the 
roughest, toughest treatment a youngster can give 
them. The years of research that have gone into these 
soles have given them the “everlastingness” that will 
send mothers into your store in search of Huskie Pups. 


Remember... Huskies regional warehouse locations... 

fastest fill-ins at lowest cost. Huskies localized in- 

stock service cuts inventory—increases turnover. 
Nationally Advertised e Geared for Profit! 


py 


WRITE TODAY—HUSSCO SHOE COMPANY Se) 


June 15, 19°0 








This postcard, included with every pair of shoes, 


brings your customers back for a free fitting. 


“The Huskie Pups’ shoes which you recently purchased 
feature quseubeed Indestructible Soles. Your child will 
outgrow the shoes before they wear out! The rate at 
which children's shoes should be changed is 
AGE CHANGE EVERY 

6 months to 6 years 4 to 8 weeks 

6 to 10 years 8 to 12 weeks 
10 to 12 years 12 to 16 weeks 
12 to 15 years 16 to 20 weeks 
15 years and over 6 months to age 20 
This is the average growth rate of children's feet which 

1-3 uring this per 
yn —pent edge ot ule to decide when it is time to bring 
your child in for a size check-up. Why not stop in soon 


47 WEST 34th STREET e NEW YORK 1, N. Y. 
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FY —EXTRA SPACE 


i WHERE IT’S NEEDED MOST 


a es 


vit Inportout ' 
entuat 


IN BABY SHOE FITTING, TODAY! 


The Natural Gait Last has 
been designed to allow more 
area across the width of the 
toes. The forepart of the shoe 
takes on a semi-square shape 
. «+ Means easier fitting, more 
growing space, more wiggle- 
room, better allocation of 
area for the entire foot. 


MEASURE THAT CHUBBY 
FOOT ACROSS THE <=” 
WIDTH OF THE 

TOES AS WELL 


ral Gait 


LAST 


PRE-WALKER TRAINER STRIDER WALKER 
R. J. POTVIN SHOE CO., BROCKTON, MASS. 


Self-Service D ‘awing Card 


(CONTINUED FROM PAGE 76 


| into men’s, women’s and children’s wear. 


Store fixtures are cheap pineboard. There is no 


| luxury in the decor. Emphasis is on illumination and 
ion signs. 


The prices run the gamut up to $10. At the Shoe 
Fair prices range from 77 cents to $8.77. The store is 


}an outlet for the other Leeds stores and unwanted 
| styles and sizes are moved in for a cleanup. However, 
| seconds and imperfections are not carried. 


Popular prices are featured at the Self-Service Shoe 
Store but the store also carries imperfect and discon- 
tinued styles of nationally advertised brands. Most 
prices are from two to five dollars but the nationalls 
advertised brands run about $10. 

Casual wear, including canvas and rubber footwear, 
is a big item in the area and this merchandise lend 
itself well to self-service retailing 

Advertising is used to a great degree to attract th 
customers. In the ads, the stores emphasize the price 
Self-service is incidental. 

Each of the stores operates with four clerks. Tw 
of the clerks check the shoes at the checkout counte 
to see that sizes match and that the shoe is what th: 
customer wants. The other two clerks circulate to hel; 
the customers make selections. They also help in fitting 
when their help is desired 


SAME DAY SERVICE 
ON 


Made to specifications of official 
drill teams and bands. Top 
quality—made on boot lasts. 


5iti—Sizes 5'/2-8 $4.00 
5121—Sizes 8!/2-12 . $4.20 . 
5122—Sizes 12'/2-3 $4.45 No Service 
*5323 (Stitch down) : Charge for 
. a 4-9 $5.75 Small Orders 
5323 (Littleway) 

Sizes 4-9 $6.50 nag > ~ pag 
*Sizes 10 35¢ extra : - 


BERNED SHOE COMPANY 


207 Essex Street, Boston !1, Massachusetts 
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of an inch 
here 
can make 


a mile 
of difference 





~, 

i 3 
ELASTICIZING WITH LASTEX® ADDS THIS SMALL BUT 
VITAL VARIABLE TO THE INSTEP OF THE BASIC PUMP 
This crucial sixteenth of an inch either way in the distance from instep to toe makes all the difference between 
a pump that slips or bites —and one that fits perfectly. The problem can be solved ...and so easily... when you 
elasticize the entire vamp with lining woven with Lastex. This adds flexible latitude to create superb fit 


despite variations of heel height and toe construction. For further information contact — 


LASTEX YARN ° TEXTILE DIVISION 


‘ keflfelier er 4 N.Y 


nter, New York 
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“Fashion Feature” Comfort Shoes 


PANAMA CITY, FLORIDA—Be- 
cause he has made a definite hobby 
of “the forgotten woman” who wants 
both fashion and comfort, J. K. Blue, 
manager of the Quality Shoe Store 
here, sells a volume that would do 
credit to a store twice as large in a 
community of twice the population. 

Blue, a veteran of more than 25 
years of shoe retailing, noted early 
in his career that there were hun- 
dreds of women who bought so-called 
“sensible” footwear because the com- 
fort was necessary, and wistfully 
wished that they could find the same 
sort of comfort in a more fashion- 
able shoe. When he took over man- 
agement of the Quality Shoe Store, 
which has a commanding location in 
the center of downtown Panama 
City, Blue remembered his past ex- 
perience. He determined that he 
would back up his high-fashion de- 
partment with an inventory of “com- 
fort models” that still retained as 
many as possible of the fashion fea- 
tures customers liked. 

The result of long planning was 
an average of from 15 to 20 styles 
always carried in the inventory 
which incorporate every advantage 
of fashion and comfort. “The differ- 
ences are slight,” Blue said, “usually 
in the heels, the last; but they still 
retain most, if not all, of the fac- 
tors which make women buy from 
our top-fashion inventory.” 

Buying for this highly important 
market means that once Blue has 
decided on a high fashion style for 
his stock, he immediately attempts 
to find the “comfort model” which 
approximates it. Lower heels, spool 
heels, heavier design are typical of 
the thinking which appears in these 
models. They are keyed so closely 
to the high fashion stock that, at 
first glance, two pairs side by side 
are hard to tell apart. 

Producing a “combination comfort 
and fashion” inventory has meant 
careful buying and close cooperation 
with manufacturers. Blue has made 
his wants known to all salesmen, who 
make an extra effort to provide 
“matched to fashion” comfort shoes, 
and add their arguments to his in 
convincing manufacturers to produce 
them. Blue has gone so far as to 
sketch out his ideas in combined 
fashion and comfort, sending them 
in to manufacturers, who have 
learned to pay strict attention to his 
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ideas because of spectacular sales 
results. “Try as hard as I can, how- 
ever, I haven’t been able to offer 
customers more than 20 styles,”” Blue 
said, ruefully. 

The effect on overall sales has been 
impressive. In a few short years, 
the Quality Shoe Store has built up 
a heavy percentage of women cus- 
tomers who “work on their feet,” 
pregnant women who must have com- 
fort while carrying their babies, etc. 
Located near the famous Gulf Coast 
beaches of Panama Beach and Long 
Beach, where 100,000 people are at- 
tracted for salt water bathing each 
summer, the Quality Shoe Store has 
plenty of appeal to waitresses, shop 
owners and hotel and motel em- 
ployees, who spend a lot of time on 
their feet. 

“We explain our thinking to every 
woman customer who comes in,” 
Blue said, “Most of them agree that, 
in order to get the sort of comfort 
they need, they have not been able 
to buy any glamor at all. Spending 
a few minutes in discussing this phi- 
losophy may not sell the customer 
combination sensible and high-styled 
shoes the first time around, but the 
chances are that she will be back 
in the near future to see if we can 
make good. Usually we can.” 

The Quality Shoe Store has been 
built entirely on “service,” 
to Blue. The size range runs from 
quads to EEEE. With approximately 
the same size range in all depart- 
ments, Blue makes a real fetish of 
proper fitting. He is proud of the 
fact that he sells an outstanding 
percentage of his volume in “multi- 
ple sales,” where a mother 
shoes for herself and her children 
all at one call. 


according 


buys 


SWE to Give Color Forecast 

NEW YORK—Shoe Women Ex- 
ecutives, Inc., will offer a color fore- 
cast for spring 1961 during a 
cocktail party and fashion presenta- 
tion, June 22 at 4 p.m. in the Tri- 
anon Bailroom of the Sheraton East 
Hotel. Displays on view will relate 
spring leather apparel 
trends and to the thinking of lead- 
ing designers. Reservations (at 
$7.50 per person) are being ac- 
cepted by Mrs. Faie Joyce, presi- 
dent, at Joyce, Inc., 1 West 34th 
St., New York. 


colors to 
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up to a walk... walking shoes. Its 
best interpretation is in the tailored 
town shoes, the elongated silhouette 
with the flattened, sort of blunted 


tip, on the 12-16/8 heights. We will 
probably do more on this type next 


season. 
“I feel that black is still the most 
important color. Other fashion col- 
are limited. Of all of them, I 
think the taupe range will be best 
nutria, otter. I bought some 
purple calf the 
town types, with stacked 
fall. That's where the 
shades look best, in these 
town shoes, 


ors 


tailored 
heels, for 
darkened 
tailored 


shoes in 


rather than the dressy 
types.” 

Tom Callahan is still very active 
He comes in four days a week 
oversees the merchandising and han 
dles the financial and administrative 
phase of the business. “In a season 
like this,” Fran, “I that 
my father go with me on the buy 


Says insist 
We don't always see eye 
the 
me 


ing trips. 
but 
and 


to eye most of time he is 


right convinces 

“My father is more amenable to 
the new fashions and senses trends 
very readily. In many instances, he 
is more of a hunch player than I am. 
He has always been very much of a 
I'm 
not really more conservative. Rather, 
I like to feel my way a little. Once 
I have a conviction, I with it 


gambler, as far as trends go. 


stay 
I have definite ideas about the shoes 
I either love ’em or hate ‘em 
“Our shoe business has been good. 
We have been showing an increase 
each year and look for a sizable one 
in 1960 over ‘59.” 
and children 
old, son 14 
live in Great Neck, Long Is- 


Fran, his wife 


(daughter 17 years 
years ) 
land. Spending six days a week on 
the job doesn’t leave much time for 
sports. However, he must manage 
it somehow for when we asked him 
Steuben 


pitcher 


about a beer mug, 
that 
were tucked way off on the side of 
the table in the back of his office, 


he reluctantly admitted 


glass 


martini and stirrer, 


they were 
trophies he had won in golf tourna- 
He skis. 


he said: 


ments. He plays squash 
To round out his hobbies, 
“Oh, yes... and I worry.” 
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Meaifitel Appeal’/ 


WHATEVER THE NEW FASHIONS in shoes — for this materials, with a five-factory capability 
season or the next — your stylists can depend on for fast, efficient production to meet your schedules. 
Mes ~ “reate ¢ ‘© 1UDE > rig va ie ee ” 
lears to create and produce just the right heel de Ask about Mears ‘Heel Appeal” from your local 


sign nake your shoe line a real winner at the , ; 
sign to make your shoe line a r ner at the Mears’ representative or call directly for prompt 


sales counter. service on prices, samples and styling assistance. 
This is Mears “Heel Appeal’. Fads and novelties, 
casuals or high style; traditional, continental or 
extreme — Mears’ stylists anticipate new trends and 


Mears’ craftsmen provide skilled reproduction. 


Mears “Heel Appeal” is available to you for the 
asking. In both the East and the Midwest, it is the 
only single source for all the latest in heel styles and 


Mears...THE FINEST NAME IN HEEL STYLING AND CRAFTSMANSHIP 





Letters eee 
In Support of Self-Service 


Editor: 

In vour May 15 edition. a letter ap- 
peared which attacked self-service in a 
most unreasonable manner. This writer 
assumed, erroneously, that all self-service 
I agree 


shoes 


stores are of the same caliber. 
with his that inferior 
are sold in many self-service stores, but 


statement 


the same is true of many service stores. 

If any shoe store is to survive, it must 
present quality at a reasonable price to 
the public. Self-service can does 
do this in, I admit, a limited number of 
But it is being done. 


and 


cases at present. 
Mail order 
as self-service. 


As to the 


houses must be considered 
sel f-serv i e 
have on the shoe business in gen- 
eral, I seriously doubt that it dis- 
rupt an old, established method of sell- 


adv erse effect 
may 


can 


ing shoes unless there is some inherent 
the method. It 
encourage stores to 


weakness in present 


might service 


even 


become more conscientious. 
I could attack 
methods to make my point that the self 


be) 
good 


many service store 


service store operator is (or will 


as concerned with selling 


litv shoes and with customers’ receiv 





It’s high time you put in your 
Window Display of Dr. 
Scholl’s Foot Comfort* Rem- 
edies and Appliances if 
you want to cash in on 


VERY (10) ke 


FOOT COMFORT WEEK 








June 18 to 25 


» *Foot Comfort Reg. U.S. Pat. Off. 








ing good fit as any service store. But if 
self-service survives, it will have to stand 
against one question—Can the customer 
fit himself as well as the average shoe 
salesman can do it for him? All other 
factors must be equal, such as available 
size selection, etc. 

At present this ridiculous 
question in some people's minds. But 
what about the numerous statistical arti- 
cles being written which point out the 


seems a 


large percentage of poorly fitted shoes 
and multitude of foot ailments purport- 
edly caused by wearing ill-fitting shoes 
over a long period of time? Whom does 
this recommend? 

me a 
to the shoe customer that he can fit him 
self—or 
little to lose in trying. 


It seems to vote of confidence 


learn to do so. He has very 
the 


only for 


I do not advocate self-service for 
the but 
those who like to maintain their integ 
free-thinking And 
let us remember that service is not often 


majority of people 


rity as individuals 
given to the customer: it is sold to him 
In this, he must have value received, also 

STEVE HAND 
SALEM, IND. 


‘J . 
Hammer Toe’ Report Praised 
Editor: 

That was a fine article on hammer tor 
(“Hammer Toe: A Foot Mal 
April 15 issue. Shoemen 
need more education in foot health. Let 


Common 
ady”) in your 
us have more of the same 
HERBERT R. HOWARD 
THE COWARD SHOE 
STAMFORD, CONN, 


Editor: 
I must compliment you on the ham 


mer toe article in your April 15 issue. 
I carry mostly ladies’ shoes and when I 
lady they 


were convinced and bought what I re« 


showed this to my customers 
ommended. 
MRS. 
ENNA 


RAE WOLKO 
JETTICK 
QUEENS VILLAGE, L. L, N. Y 


SHOE STORE 


FREE ,,,, BOOKLET! 


“How to Dye Fabric Shoes” 


EVERETT & BARRON CO. 
166 Valley St., Providence, R. |. 


j 


Retail Openings. .- - 


Sommer & Kaufmann of San 
Francisco has opened its newest 
branch shoe store at 32 
town Mall in the city’s largest 
shopping center. The opening in- 
volved a week-long celebration with 
a reception for neighboring mer- 
chants, a ribbon-cutting ceremony 
and prizes for customers. The new 
unit has a 33-foot frontage on the 
mall and a rear parking lot. It fea- 
“Fireside Salon” for wo- 
a “Casual 


Stones- 


tures a 
men’s dress shoes; 
for flats and casuals; a chil- 
a “Lion’s Den” for 
plus a “Women in 
for professional 


Cor- 
ner” 

dren’s 
men’s 
White” 
women, 


shop; 
shoes, 


section 


Teddy’s Shoe Store in Manches 
ter, N. H., upgrade its mer- 
chandise following its recent move 
quarters at 972 


will 


much larger 
Theodore 


into 
Elm St. 
owner. 


Freeman is the 


Pic-Way Self-Service Shoe Marts 
now total 11 in north central Ohio 
following the opening of a Mans- 
field unit, with 4500 square feet of 
space and parking facilities for 40 
cars. Some 20,000 pairs of men’s 
women’s and children’s footwear 
are on open display, all on racks 
Store hours are 9 to 9, seven da) 
a week. Manager is William Berry, 
who previously managed the Cort 
Shoe Mansfield and 
operated own business 
the Billrich Shoes 


Store in later 


his 
name of 


under 


Market, with 
over on display in 
7500 square feet of floor space, is 
on the site of a former Kroger su- 
permarket in Hamilton, O 
tomers make their selections 
has 


Colby’s Shoe-per 


12,000 pairs 


Cus- 
from 
and each size its 
own section. Nate Friedman, a vet- 
eran of 40 years in shoe retailing, 


is manager of the store, a family- 


open racks, 


type operation. Store hours are 10 
a.m. to 9 p.m. 


Shoeland, Inc., entering its third 
year of self-service operation in 
the Oklahoma City area, has added 
a fifth outlet at 3410 S. W. 29th in 
the Airline Shopping Center. Fit- 
available in all 


ting services are 


the stores. 
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RELA X 


while they 





See us 


oy HB . & IL, at the Show. Room 442 


Sheraton Atlantic Hotel. 











for you 


Genuine, Spring-action @ Cy le 


RIPPLE 


Only sole of its kind 
pre-sold to millions! 
° se b ‘e ! . 
Biggest ‘‘perker-up'’ of shoe sales today! Summertime . . Sebeiihip Queniig Pon 


springtime . . . anytime . . . selling’s a snap with RIPPLE" Sole Ladies’ Home Journal 
because people tell and sell each other on the most relaxing Esquire 


3 ; Parents’ 
| 
footwear in the business! Newsweek 


Put several styles in your line .. . feature and promote aggressively Vogue 
True 
... for EXTRA SALES and ADDED PROFITS! Holiday 
Good Housekeeping 
ITM Ripple Sele Corp. Argosy 
Glamour/Charm 
For FREE Sales Aids folder, write: Seventeen 


BEEBE RUBBER COMPANY Nashua, New Hampshire 
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Latest profit maker from Wellco! 
100” machine washable 


NYLON SUEDE , 


CASUALS 


6” 
to retail at 


In Red, Green, Brown, Black, Rust, Gray 


Wellco adds a brand new dimension to the most 
popular feature in nylon suede footwear. . 
TOTAL WASHABILITY! 


Because of Wellco’s unique construction, these 
nylon suede casuals can be tossed in the washing 
machine and they come out looking like new. Best 


of all, they’re priced to sell profitably in rolume! 


Available in a wide variety of popular shades, in 
three widths*, these men’s casuals feature all the 
distinctive characteristics of the ever-popular Wellco 
FOAMTREAD brand... lightness, unusual comfort, 
crushproof flexible counters, extra-long wear. 


*Sizes: 6-12 Narrow and Medium (full and half sizes), 7-12 Wide (full sizes only) 


wellco 


Foamtread’ Casuals 


©1999 WELLCO SHOE CORPORATION, Waynesville, N.C. 


In Canada, FoamTnread Casuals are made exclusively by Kaufman Rubber Co., Kitchener, Ont. 
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Boston Retailers Claim 


Straws Match Whites 


BOSTON 
ers are ending the spring season 
with figures ranging from even 
with those of last year to a few 
points ahead in spite 
of frequent rains and lower than 
normal temperatures. 

During late May and early June, 
the demand for straws is reported 
to have caught up with the call for 
white leather footwear. Bone 
other neutral colors have continued 
to be popular. Mesh types have also 
sold well, as have spectator pumps. 


SJoston’s shoe retail- 


percentage 


and 


Franklin Simon 
reports a surpris- 
ingly heavy demand for black pat- 
pumps too, have 
well in combina- 

brown and white, black and 
white, and blue and white. 


Heavy Demand 
and Company 


ent 
sold 


tions 


Spectators, 
three color 
Straws 
in natural color and in black have 
contributed to the store’s volume. 
The 


sold well at 


of straws have 
Crawford Hol- 
store. Also selling 
sandals in light 
as white and 
All kinds of cas- 
these in the same neutral 
the sandals, have 
selling and are expected to sell un- 


same types 
the C, 
lidge specialty 
were opened-up 
neutral 


the beige family. 


colors such 
uals, 
shades as been 
til the fall season gets under way. 


Bone Sells The Edwin Case 
Shoe Company, with five stores, re- 
that both and 


wedge-hee] casuals have shown an 


ports dress shoes 


increase to date over last year. 
March losses were more than made 
up in April and May. 
in all of the 


best 


Sone, as it is 
country, has 
selling color in 
pumps and ties. Casuals in pastel 
which began selling 
early as last January, are now ta- 
pering off since are broken 
and reorders will not be placed. 
The best selling number at the 
Solby Bayes store is a pump with 
mesh vamp and calf quarter in 
bone. This shoe carries a moder- 
ate heel. Blue mesh is in second 
place in the color race. Whites 
have been third. In patterns, the 
pump is in the Number One spot 
followed by open-toe ties. 


parts 


been the 


colors, 


as 


sizes 
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St. Louis Women Buy White 


By VIRGINIA MARSHALL 


ST. LOUIS—Women’s shoe stores 
and departments in St. Louis 
County continue to find every day 
a busy one. Thursdays, Thursday 
nights, Fridays and Saturdays are 
pointed to as excellent each week. 
Downtown, the pace has slowed up 
somewhat for all but white pumps, 
and matrons walk- 
ers, Which are staying high on the 
list. 


straw casuals, 


volume-seller 

Men's buying has been satisfac- 
tory, as has children’s, but in both 
categories rubber-soled canvas sport 
pairs have outsold leather patterns 
by a four-to-one ratio. For girls and 
boys, some barefoot sandals, white 
swivel straps, natural flat- 
ties and black and white saddle ox- 
fords have sold limitedly in county 
stores. Canvas playshoes have made 
up the bulk of the youngsters’ busi- 


straw 


ness. 


Favored Styles—These styles are 
ranked as most favored by St. Louis 
County women: high-heeled white 
spectators with black patent trim; 
black, white and natural straw cas- 


The message of this ad seems to be that 
the stylish, active woman chooses spec- 
tators for her wardrobe. The theme is 
carried out in a series of snapshots of 
feet on the go. Ardmore, Pa. (5 cols.). 


on 8/8 cork covered wedge 
with cork and wood bead trim; 
white crushed kid 15/8 wedges 
with open toe and heel and draped 
vamp strips; white smooth skim- 
mers with pastel lustre overlays in 
two or more colors; pastel nylon 
mesh 17/8 closed pumps; plain 
white operas, with stiletto heels and 
folded topline; and Italian - made 
thongs with padded leather 
The latter pattern an 
sell-out for one dealer. 


uals 


sole. 
was early 

Surprisingly enough, heavy sales 
of women’s white pairs began 
nearly a week in advance of heavy 
advertising on them. 

Bright warm weather meant that 
St. Louis women could buy and 
wear white shoes immediately. The 
switchover from dark to light ap- 
parel came very suddenly this year, 
feel, and thus jammed a 
large volume of sales into fewer 
weeks than normal for this city. 
Some clearances of women’s spring 
pairs continue, with fair success. 
Results of the mid-June clearances 
have not shown up as yet. 


dealers 


Tie-in Sales—Coordinated hand- 
bags are adding up to substantial 
tie-in sales for department stores 
in the county. “Fashion advertising 
has actually steered many women 
to the point where they buy a co- 
ordinated bag each time they buy 
a costume shoe,” one retailer 
“Bags are pulling ahead 
percentagewise in our department 
totals and the trend shows no sign 
of slackening. We are giving over 
more space to handbag ligplay 
when we reorganize for -fall.” 


ob- 


served. 


® Kinney Shoes and Edison Broth- 
ers Stores, Inc., are among the ten- 
ants who will occupy stores in the 
new Apache Plaza regional shop- 
ping center in the Minneapolis sub- 
urb of St. Anthony. Work already 
has started on the $5 million cen- 
ter, which is scheduled to be com- 
pleted by September 1, 1961. The 
one-level project will have 580,000 
square feet of space under its roof 
and will be built around a climate- 
controlled indoor court. 
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Casuals Pace Denver Selling 


DENVER—Women’s shoe retail- 
ers report that casuals have been 
out in front in the sales picture 
here but they also point out that 
business in quality lines has been 
hurt by imports. Special mention 
was made of thongs being adver- 
tised in supermarkets and chain 
stores for as low as 39 and 49 cents 
a pair. 

One of 


retailers 


the area’s leading shoe 
stocked thongs too. 
He’s selling them across the board 
at 50 cents. However, shoe retail- 
also report volume selling of 
casuals at $3, Ramie straw 


has 


ers 


quar- 





West Coast Women 
Buy Straws. Whites 


SAN FRANCISCO—Open 
getting a big play here and 
stores report good demand for 
mesh, raffia and straw numbers. 
White spectators with perforations 
are also moving well. 

One retailer is promoting a vari- 
ety of straws at $10.95 to $15.95. 
These include an open-toe number 
with medium heel and alternating 
beige and caramel stripes; a bare- 
back model with open toe; a bare- 
back wedge, and a two-tone medium 
heel pump. Another has black, 
white and natural raffia or mesh 
models in pumps, sandals and 
wedges. The emphasis here is on 
the choices in both cool materials 
and types of heels. 

A leading retailer found he had 
an overstock of flats in tapered and 
needle toes and put them on sale at 
a forty per cent reduction in price. 
He had good results. 

Promotions of footwear for grad- 
uates were started during the lat- 
ter part of May. Special attention 
was also being given to children’s 
footwear and here the emphasis is 
on “proper fitting for growing 
feet” as well as sturdiness and 
wearability. 

jay Area Shoe Retailers desig- 
nated May 22 to 28 as “Ripple Sole 
Shoe Week.” Individual retailers 
used generous advertising space to 
promote the event. They put spe- 
cial emphasis on the comfort angle. 


sh« eS 
are 


90 


nat- 
with 


ter straps and barebacks in 
ural, tobacco, gray and white 
17/8 wedge heels for $6.95 
$8.95, leather barebacks in beige 
and ombre with 21/8 heels from 
$8 to $12 and Haymakers 
for $16.95. 


and 


closed 


A quality salon 
day- 


Volume Sellers 
reported volume in 
time, playtime and nighttime shoes. 
Included were pink, blue and green 
print silk string heel pumps and 
white shantung, white kid 
white strawcloth and black straw- 
cloth string heel pumps selling for 
$15.95. At $10.95 the shop was sell- 
ing white calf wing-back strap 
flats and white calf shell flats with 
multicolor and gold 
skimmers at $8.95 and orange, red, 
white, black and blue thong 
dals priced at $7.95 were also on 
list. 


sales of 


and 


dots. Basic 


San- 


the volume sales 


Reorder Glove Leather One 
store reported several reorders of 
closed glove leather 
with cushion insoles and soft crepe 
outsoles in white, cream, charcoal 
and gray at $5.95. Plain white 
shantung pumps were selling in 
heel heights from flats or small 
heels for the school crowds to 25/8 
heel heights for the and 
bridal clientele. Several shops of- 
fered free tinting. 


soft casuals 


college 


In men’s shoes, retailers did a 
big job promoting handsewns sell- 
ing at prices from $12.95 to $19.95. 
Casuals, with slipons in the lead, 
were gaining in sales volume. Can- 
vas for men, women and children 
sold in all stores. Pigskin was im- 
portant in men’s casuals and spe- 
shoes. 


cial sports 


Joe Levy, formerly manager of 
the Young-at-Heart shoe depart- 
ment at Levy’s, Memphis, Tenn., 
has been named manager of the 
shoe at Gus Mayer, Nash- 
ville, according to an announce- 
ment from Wexner Bros., which 
leases both departments. Mr. Levy 
replaces Eddie Sohmers, now. asso- 
ciated with Novell’s, Norristown, 
Pa., as buyer-manager for its new 
shoe salon. 


salon 


women’s 


Weather Hurt Sales 
In Milwaukee Stores 


MILWAUKEE May proved an- 
other “might have month. 
Sales continued spotty the 
long run of cold, wet weather. Strong 
promotions, helped most 


dealers emerge from the month with 


been” 
due to 


however, 


figures about even with last year. 
Women’s casual and playshoe vol- 
ume has been hurt, according to buy- 
ers. Novelty casual numbers, featur- 
ing fabrics and trims 
have 
Bone maintained its leadership in 


interesting 
been moving at a good pace. 
May. Whites were a very close sec- 
ond, Warmer weather is expected to 
see whites take over top spot. Buyers 
report a definite interest in straws in 
mid-heels and in open wedgies. 

Men’s summer footwear sales have 
affected by the 


temperatures 


absence 
of warm The 
lighter construction year-round shoes 


also been 


spring 


are making up, however, for much of 

the dip in summer style 

High-tongue loafers 
Some ventilated 

selling 

climate. Golf shoes 
ing at a reasonably g« 


volume 
are leading 
plugs have 
the 


been 


items. 


been well, despite cool 


have mov- 


“ rd pac e 


Minneapolis Shops Note 
Increasing Casual Sales 
MINNEAPOLIS — Cool, 
weather during May hurt 
shoe business in Minneapolis, 


rainy 
summer 
most 
department managers and buyers 
agreed 

White and casuals 
highlights last month. Black patent, 
which had No. 1 during the 


spring, still was popular with shop- 


were the sales 


been 


pers. Bone also got the nod of cus 
tomers. 

Some 
tels moved, others said that interest 


stores said that a few pas 
in pastels was waning. At a leading 
department store mid-heel spectators 
in combinations of blue white, 
and white and 
white were outstanding. 

While popularity of the 
style continued, buyers reported that 


and 


brown patent and 


{ losed 


the open heel and open toe styles also 
were selling well in summer numbers. 

In casuals the summer wedge in 
straws and nylon mesh types were 
interesting to Barefoot 
Italian 


shoppers. 
the 
flats also came up strong. 


type casuals including 
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WHAT NYLON HAS DONE FOR STOCKINGS, VINYL IS DOING FOR SHOES 


“Take a tip 


from the women 
who walk in them” 


NO OTHER MATERIAL EQUALS 
THE FEATURES OF 


the finest, most complete line 
of vinyl shoe fabrics come from: 


Gyo TEXTILEATHER 


THE GENERAL TIRE & RUBBER COMPANY - FOOTWEAR FABRICS DIVISION - 


Represented by: 
*Seamon Steen Company * Liebman & Cumming John E Shevenet! 
96 100 South Street 1329 Sunset Blvd 21 Spruce Street 
Boston 1), Massachusetts Los Angeles. Califorma New York 38. New York 
Meivin € We * Moore & Giles Liebman & Cumming 
180 North Wacker Drive PO Box 56 
Chricago 6. limos Lynchburg, Virginie 
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K O Schneder & Son 
1225 North Water Street 
Milwaukee Wisconsin 


C_N. Riesenberger & Son * Barnard Shoe industry Supply Corp 
718 Mission St. Rm 422 370 West Broad Street 
San Francisco, Calitorma Columbus 22, Ohio 


1000 


VINYL SOCKLINING 


Most women think modern they're quick to accept man-made materials, 
like Resproid 1000, that clearly out-perform nature's products. Resproid 
1000 lies flat, will not crack, defies abrasion, stays clean and new-looking 
for a long time. If you're a retailer, look for Resproid 1000 to assure 
customer satisfaction and to build repeat sales. If you're a manufacturer, 
contact your nearest Texti! ather footwear specialist. for samples, in a 
wide range of seasonally coordinated colors, grains, und novelty effects. 
You'll find Resproid 1000 is a pleasure to work with... cuts with a clean 


edge, and color-matches consistently 

See Resproid 1000 at the 
Allied Products Shee Show, 
Room 465, 
Sheraton-Atlantic Hotel, 
New York City 


607 MADISON AVE 
TOLEDO 3, OHIO 


Also distributed by 

Universal Coated Fabrics Co.. inc 

643 Broadway, New York 12, N.Y 

*Stocks are warehoused for your convenience at the 
regional sales offices indicated by an asterisk 


'* Aa. G Mooney, Ltd 
20 Bates Road 
Montreal 8. Canada 


tRepresenting The General Tire Chemical Co. a 


10380 Page Industrial Biva 
subsidiary of G T & R Co 


St. Lours 32, Missour 





Call your nearest United office 
today for complete details. 


Greatly improved upwiping and forming is provided 
by the conforming Teflon toe band. It operates under 
air pressure in complete contact all around the toe, 
making it easier for the operator to get the upper 
down to the wood. In addition, the velvet touch of 
Tefion means that even the most delicate upper stock 
can now be safely lasted. Also, since wipers are used 
for overwiping and bedding down only, they can be 
heated for better cement adhesion — and for ironing 
and pressing shoe bottoms. 

Fatigue has been greatly reduced by eliminating 
the foot treadle. Operators can now do more and 
better work hour after hour because they stand at 
ease with weight equally balanced on both feet. 
Easy control of all lasting elements is centered in one 
convenient handle. 


NOW 


Better Shoes... 


Easier and Faster 


than Ever Before 


WITH 
dined. POWER TOE LASTING 
MACHINE — MODEL B 


Nearly 200 installations from coast to coast 
daily demonstrate the superiority of the new 
Power Toe Lasting Machine — Model B. The 
new machine completely conforms upper to 
last in a@ manner never before possible, 
sharply reduces operator fatigue, and — 
when used with the new cement gun — gives 
increased toe lasting production. 


Ideal for use with either tacks or latex cement, the 
new machine produces flatter bottoms and sharper 
feather lines when used with United's new thermo- 
plastic cement gun. Optional equipment with the new 
lasting machine, the Mdmiims. Thermoplastic Adhesive 
Applier, uses an extremely quick-setting form of 
thermoplastic cement to ensure permanence of bond 
between upper and insole. 

All these advantages — and more —can be yours 
soon. They can even be added to Model A Power 
Toe Lasting Machines now in your factory to make 
them Model B's. 


Deliveries and conversions are being made 
as rapidly as possible. 


wJnited. 
Is the Registered Trademark of ... 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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4a) SKORIMPEX- 
IMPORT AND EXPORT AGENCY 


74, 22 Lipca Street P.O.B. 133 
Lodz, Poland Cable: Skorimpex—Lodz 


OFFERING 
HIGHEST QUALITY: 
ALL-RUBBER FOOTWEAR 


® Wellingtons ® Halfboots ® Rubber work-boots 
® Galoshes (for women and children) 
® Snowboots (for women and children) 


TEXTILE-RUBBER FOOTWEAR 


® Tennis shoes ® Basketball shoes ® Volleyball shoes 
® Ballerina sandals for women and children 


Write for Full Information and Samples 


June 15, 1960 





Retail Merchandising 





TV Acquaints Miami with the Marcos 


The operators of Marco Shoe 
Stores, a growing Miami group, 
make their own commercials for 


Brand 


names are a key to their success. 


television and_ radio. 


SOUTH MIAMI, FLA.—Through 
aggressive television as well as ra- 
dio advertising —in which they 
themselves perform the commer- 
cials — Maurice and Molly Marco 
have become widely known to the 
consumer public in the Miami area. 

With the 

opening this 
year of four ad- 
ditional stores, 
Marco Shoe 
Stores will be- 
come even bet- 
ter known. The 
openings will 
swell to 10 the 
t in the 
Marco chain, 
and will com- 
plete a care- 
fully planned 
10-year expan- 
sion program. 


otal 


Recipe for 
Growth — Im- 
patient with in- 
dependent mer- 

hants who 
fear competi- 
tion from na- 
tional chains, the Marcos have 
built their own local chain by com- 
bining a promotional type of mer- 
chandising with the personalized 
relations that characterize the 
neighborhood store. And the most 
recent Marco expansions have been 
into big suburban shopping centers, 
which usually solicit national 
chains as tenants. 


The firm’s steady growth can be 
attributed to a number of factors, 
but Mr. Marco believes the most 
important single factor is speciali- 
zation in nationally-branded mer- 
chandise. 

“National-brand merchandising 
is the tool with which we compete 
with national chains,” he says. 


Certificate Winner — This policy 


94 


has also paid off in another way. 
Recently, for the second year in a 
row, Marco Shoe Stores was named 
the recipient of a certificate of 
distinction in the “Brand Name Re- 
tailer-of-the-Year” competition. 


A Big Asset—From a sales stand- 
point, Mr. Marco feels, brand mer- 
chandise is a big asset. National 
advertising pre-sells the customer, 
and the promotional programs of 
national firms, in which Marco Shoe 


Most recent additions to the Marco chain have been in sub- 
urban shopping centers. This one is in Westchester Shopping 
Center in the southwest part of the Miami area. By year's end, 
according to the firm's schedule, 10 stores will be operating. 


Stores invariably participate, pro- 
vide means of arousing interest and 
drawing traffic. 

Another Marco policy is to re- 
strict all window display merchan- 
dise to national brands and to make 
liberal use of display materials fur- 
nished by national manufacturers. 


Family Operation— The Marco 
stores are family stores. The firm 
carries Florsheim and Rand shoes 
for men, Trim Tred and Accent for 
women, Poll Parrot for children, 
and U. S. Keds and U. S. Kedettes 
for the entire family. 

The firm is a participant in the 
Merchants Service Plan of Interna- 
tional Shoe Company. 

“Customers,” Mr. Marco 
“come from all walks of life. 


notes, 
Be- 


institutional selling, 
customers who 
lower-priced 


our 
many 


cause of 
we have 
otherwise would buy 
merchandise,” he says. 


Growth Factors— Some of the 
other factors which have helped in 
the Marco growth: 


® A varied but consistent adver- 
tising program. Mr. Marco allots 
four per cent of his gross to ad- 
vertising and uses TV, radio, news- 
paper, direct mail and other media. 
® Sales coordina- 


training and 


tion. 

® Store location. Says Maurice 
Marco: “If the location of a store 
is good enough, any rent within rea- 
son is no great factor.” Shopping 
center locations, he indicates, are 
ideal for his purpose 
their convenience, attractiveness 
and one-stop shopping appeal. 


because of 


The Marcos on TV—The firm is 
a twice-a-week sponsor of a daily 
late-afternoon television program 
for children. The Marcos appear 
“live” for the commercials and 
these commercials are completely 
ad-lib, Mr. Marco says. For their 
radio commercials, the couple re- 
cord in advance. 

“Used effectively, 
not a costly form of advertising,” 
Mr. Marco claims. It represents 
about 24 per cent of his advertising 
budget. 


television is 


Soth their television and radio 
performances tend to build a more 
personal relationship with their 
customers, the Marcos feel. 

The firm also capitalizes on the 
TV appeal by using Chuck Zink, 
the master of ceremonies on the 
show, for public appearances. 


Direct Mail, Too—Less spectacu- 
lar, but accounting for at least 15 
per cent of the advertising budget, 
is direct mail. A mailing list is 
compiled from purchasers. Rec- 
ords are kept showing the date of 
purchase and the size. A separate 
list of children ana their birthdays 
also is kept. 

Thank you cards are sent follow- 
ing each purchase, inviting the 
customer to come back. Children 


Boot and Shoe Recorder 





Betail Merchandising 





receive birthday cards and their 
parents are sent periodic reminder 
cards suggesting a check of the 
shoe fit. The lists are used to an- 
nounce sales in advance, and also 
to move over-stocked sizes by spe- 
cial price sales. 


“Best Salesmen: Windows” 
About 20 per cent of the advertis- 
ing budget goes into window dis- 
plays because “these are our best 
salesmen,” Mr. Marco feels. Win- 
dows are changed every week, and 
each manager, although he carries 
out the same general theme, is al- 
lowed the latitude of his own win- 
dow trimming ideas. 

Monthly sales meetings are held 
for all personnel of the chain to 
demonstrate selling techniques and 
and to empha- 
size the Marco aim of selling “the 
right type of for the cus- 
tomer.” Factory representatives 
talk at meetings 
possible. 


customer relations 


shoe 


these whenevet 


One Big Sale Only—‘‘We believe 
in paying our salesmen a good sal- 
ary and we use a liberal P.M. sys- 
tem,” Mr. Marco gays. “This elimi- 
great extent the 
necessity of running a lot of sales. 

“We have just 
year—in July—because it’s my be- 
lief that customers don’t like the 
idea of buying a pair of shoes one 
day at one price and seeing them 
advertised the following day at a 
lower price.” 


nates to a 


one big sale a 


MOLLY and MAURICE MARCO 
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Business Rises 25% in New Location 


New Gaylor’s Shoe Store in Cape Girardeau, Mo., extends 100 feet deep and fea- 
tures perimeter stock arrangement with abundant self-selection units. 


CAPE GIRARDEAU, MO. 
Opening a new modern store and 
introducing charge accounts helped 
increase spring business 25 per 
cent for Gaylor’s Shoe Store here. 
The old store has been turned into 
a cancellation outlet. 

The new Gaylor’s has 60 chairs, 
perimeter stock, and large display 
units for self-selection by pattern. 
Hosiery and handbags are fea- 
tured. 

A family-type store, Gaylor’s 
new outlet has a 35-foot front and 
runs more than 100 feet deep. A 
little more than half of the 
ness is done in the children’s cate- 
gory. 


busi- 


According to Charles Gaylor, the 
store has built up its sales volume 
during the past 25 years on foun- 
dation blocks of style, sizes, ser- 
vice and excellence of personnel. 

“We have a very large staff of 
capable salespeople. They are the 
most important single thing in our 
operation, I believe. No customer 
ever walks out of Gaylor’s un- 
happy, if we can possibly avoid it. 
Our policy on adjustments is con- 
sistently liberal. 

Cape Girardeau, south of St. 
Louis on the Mississippi River, has 
a population of 24,000 and draws 
on a trade area of Missouri and 
Illinois for an 80-mile radius. The 
city has eight shoe stores. The 


Missouri 
the 


of Southeast 
within 


campus 
State College is 
limits. 


city 


Edison Leases Burdine’s 
Departments in Florida 

ST. LOUIS — The women’s and 
misses’ shoe departments in all 
of Burdine’s Florida depart- 
ment stores have been by 
Edison Brothers Stores, for 
exclusive operation. 

Under the new affiliation, the 
leased departments will continue to 
carry the fashion lines previously 
offered, as well as Edison Brothers’ 
private brands. Burdine’s, a divi- 
sion of Federated Department 
Stores, stores in down- 
town Miami, Miami Beach, North 
Miami Beach, West Palm Beach 
and Fort Lauderdale. 

“We believe the association of 
our two companies, whose interests 
and long experience have been en- 
tirely in the retail field, holds un- 
usual promise for both of us,” Edi- 
son Brothers officials commented. 
They also expressed enthusiasm 
over the expansion possibilities of- 
fered by leased departments. 

As an example, Edison cited its 
shoe operation in Brandeis, Oma- 
ha’s leading department 
where sales were reported up 171 
per cent in the first year of busi- 
ness. 


five 
leased 
Inc., 


operates 


store, 





Brills of Milwaukee Finds: 


Reduction in Styles Helps Increase Volume 


By BENN OLLMAN 
MILWAUKEE — When 
Baltziey took over management of 
the shoe departments in the three 
Brills clothing 
made some sweeping changes. That 


Larry 


men shops, he 
Was a year ago, and since then vol- 
has shown an excellent in- 
crease. Example: sales last April 
were a whopping 75 per cent over 
the same month in 1959. 

“We should have one of the big- 
shoe years in this firm’s his- 
1960,” predicts Mr. Baltz- 


ume 


gest 
tory in 


ley 


Fewer Styles— The first thing 
he did, Mr. Baltzley says, was to 
cut the number of styles in stock 
from 65 to 38. 
greater inventory depth. 
are able to back the 
stock with a much greater depth in 
sizes than these stores ever had 
before. While style is certainly an 
increasingly important factor in 
the men’s shoe field, ability to pro- 


give us 
Now 


styles we 


was done to 


we 


_, I'm against 


4 


4 


SIN 


vital 
cus- 


even more 
holding 


proper fit is 
and 


vide 
in creating 
tomers.” 


Attitude Important——-Mr. Baltz- 
ley, who came here following six 
managing a Bostonian 
Davenport, Iowa, 
attitude of sales 
major factor in 
“Aggressive- 
our 


vears of 
store in 
that the 
personnel is the 


success: 


leased 


claims 


store’s 
the 
out of 


any 
willingness of 
men to go their way to 
please a customer accounts for 90 


and 


ness 


per cent of our increases,” he 
says. 

Five full-time sales staffers head 
the at the 
three Brills under Larry 
Baltzley’s management. The stores 
carry Bostonian and Mansfield 
shoes. 

John Lock, 
Baltzley at the 
store, has been active in shoe re- 
tailing for 30 years. At the Third 
Street store, another veteran shoe- 
man, J. C. Wirth, boasts a 20-year 


men’s shoe sections 


stores 


Mr. 


downtown 


who assists 


main 


Especially the sin of losing 


sales by not having at least one 


good Kangaroo pattern in a fine 


hoe line. Don’t overlook the 


virtues of light, flexible Australian 


Kangaroo, available from 


William Amer Co. 


Surpass Leather Co. 


Ziegel, Eisman Co. 


background. Tom Boucher heads 
the shoe department at the South- 

another man 
the three 


where most 


gate store, and 
“floats” 


filling in 


between stores, 


needed. 


Card File Helps —A_ personal 
card file on customers can do won 
ders to build steady patronage, 
Mr. Baltzley. Each of the 
Brills shoe departments 
maintains a list of its 
detailing their 
preferences. Mailings are 


notes 
three 
customers, 
style 


sizes and 


sent out 


periodically : 
Mr. Baltzley 

tive with 

the 


record, 


credits his incen 


system stimulating a 
shoe depart 
ments’ shining PM's 
for multiple sales to a 


polishes 


good share of 
are 
paid cus- 


tomer and on all and 
other accessories sold 
months an entire 


Every two 


morning is devoted to a_ sales 
meeting 

Also important, 
Baltzley, is the 
up the stock every two weeks. “Our 
inventory is kept 
We seldom lose a sale be 
out of 


stock.” 


Larry 


SaAVS 


practice of sizing 
as complete as 
possible 
something 


cause we fran 


that should be in 


(nod 


MEN'S 
TREES 


SHOE 


Made of durable plastic to 
match today's lightweight foot- 


weor. Aero-lite trees 
weigh half as much 
as wood models. 


With exclusive 
automatic spring 
fit. Order today. 


© 3 STANDARD SIZES 


© ATTRACTIVELY BOXED 


© PRICED TO SELL AT 


$1.79-$1.89 WITH 
FULL DEALER PROFIT 


COMPANY 
BROCK TON. MASS. 
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Pokorny’s of New Orleans 


Marks LOOth Anniversary 


NEW ORLEANS, LA.—Confeder- 
ate infantry brogans and cavalry 
exhibit in one 
window as Pokorny’s Shoe 
Store celebrated its 100th anniver- 
sary in business here. To mark the 
event, store officials displayed foot- 
wear representing each decade in the 
store's history, together with news- 
papers and clippings from the pe- 


hipboots went on 
show 


riod. 

The anniversary observance in- 
cluded a ribbon cutting into the 
“second century.” 

The store 
exclusively. 


carries men’s shoes 


Retail Executive Program 


LANSING, MICH.—Michigan 
State University’s College of Busi- 
ness and Public Service will con- 
second annual Executive 
Retail Management 
here, July 17-22. The one-week 
program is intended to “provide 
vision and direction for executives 
in the retailing industry.” A few 


duct its 
Program in 


“May we send you an illustrated brochure? 


New Ward Unit Offers Chance 


for Self-Selection 


cf 


Open displays of women's shoes are a feature of the first department store 
opened by Montgomery Ward in the Northeastern U. S. in 20 years. The store, 
in Monmouth Shopping Center at Eatontown, N. J., has a customer potential of 
175,000. its well located shoe department carries women's footwear under the 
Guild Mark label and men's and children's shoes with the Montgomery Ward 


brend name. 


of the subjects to be covered are 
inventory management, sales fore- 
casting, supplier relations, and 
price theory and price behavior. 
Tuition fee is $200, and further in- 





A iaarhes w 
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Prices are geared to appeal to the middle-income brackets. 


formation may be obtained by 
writing to Dr. Ole S. Johnson, di- 
rector, The Executive Program in 
Retail Management, at the univer- 
sity. 
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Traffie Erratie at Detroit Mart 


. « - but Most Exhibitors Are Satisfied 


As buyers moved between the 
two show hotels, traffic fluctuated 
greatly. But exhibitors generally 
agreed that orders were as good 
or better than expected. 


By GRACE GORDON HAY 


DETROIT—The Fall Shoe Mart 
of the Michigan Shoe Travelers’ 
Club was marked by unusual fluc- 
tuation in traffic and by widely 
varying reports from. exhibitors 
about the show’s results. 

Approximately 88 lines were 
housed at the Statler-Hilton Hotel 
and 36 at the Detroit-Leland, and 
many exhibitors felt that this com- 
plication added to the erratic traf- 
fic pattern. When traffic was heavy 
at the Statler, it was light at the 
Leland, and vice-versa. In time, the 
Michigan Shoe Travelers’ Club 
hopes to eliminate this division, 
which is caused by the fact that 
neither hotel now has enough dis- 
play rooms available to house the 
complete show. 


“A Good Year” — The majority 
opinion, however, was that traffic 
was good, particularly on Sunday, 
and orders written were up to or 
better than expectations. The gen- 
eral attitude of buyers seemed to 
be that it’s “a good year” and that 
retail shoe business should be ex- 
cellent in the fall season. 

The most outstanding features in 
women’s lines were new leathers 
and a variety of colors. Buyers ex- 
pressed enthusiasm for the new 
soft and crushed leathers, and 
these virtually replaced suede as 
the No. 1 leather for fall. And, al- 
though approximately 70 per cent 
of sales was on black, this is an 
appreciably lower percentage than 
in past seasons. Browns ranked 
second, accounting for up to 12 per 
cent and ranging through as many 
as 14 shades in some lines. 


Interest in Greens—Substantial 
orders were placed on the green 
tones, including such exotics as 
green grape, spruce and olive. 
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Smokescreen, a light gray-beige 
tone, met with strong buyer accep- 
tance both in dress and casual 
lines. Lustre calfskin, another 
leather popular with retailers, sold 
best in pewter, bronze, antique 
gold and green. 

As for patterns and styles in 
women’s dress shoes, the double 
and triple needle closed pump on 
very thin heel was still almost the 
one and only shoe in the picture, 
as far as Detroit buyers were con- 
cerned. There was considerable in- 
terest in tailored suit-shoe pat- 
terns and modified spectator treat- 
ments—all on the tapered lasts, of 
course. 


Variety in Casuals — Exhibitors 
were showing—and retailers were 
buying—a wider variety of styles 
in casual and sports Here 
again the new leathers and colors 
took precedence. Best-selling styles 
were on tapered lasts and featured 
soft unlined construction and 
lightweight Small heels, 
many of them of stacked leather, 
were quite popular with buyers. 
Ankle-high bootie patterns contin- 
ued strong for fall. 


shoes. 


soles. 


Exhibitors of children’s lines re- 
ported very good traffic and buy- 
ing during the show. Outstanding 
trend in shoes for girls, in the 6'4- 
to-3 size range, was the use of 
nylon velvet for both dress-up and 
school styles. Volume orders were 
placed on black nylon velvet pumps 
and one-strap dress shoes and on 
black or red nylon velvet saddles. 


Ties, Slipons for Boys — Orders 
for early fall selling in the boys’ 
lines were predominantly for two- 
or three-eyelet ties and slipons in 
smooth leathers. Tapered lasts and 
clean-cut detailing were outstand- 
ing features of the fall patterns. 
Black was top seller, with the an- 
tique finishes, such as last year’s 
B & B, in second place. 

Business was brisk for overshoe 
and rubber rainwear lines, which 
also presented many new styles, 
materials and colors. 


Fall MAC Market: 
Boot Firms Push Light 
Leathers at Denver 

By VIVIAN ANDERSON 


DENVER Boot manufacturers 
have taken a page from the shoe- 
makers of the country and are mak- 
ing, promoting and selling light 
leathers in line with dress shoe col- 
ors, nylon velvets and lustres. 

This fact apparent at the 
Fall Shoe Market of the Rocky 
Mountain States Men’s and Boys’ 
Apparel Club held at the Albany 
Hotel Thirteen leading boot 
lines number of 


was 


here. 
and a moccasin, 


boot 


squaw and men's shoe lines 
were displayed. 

Retailers came from nine 
and from as far as Portland, Ore., 
and Stratford, Tex., to buy boots. 
While Wellingtons work-type 


boots and shoes were bought in vol- 


states 


and 


ume, large sales also were chalked 
up in dress boots for men, women 
and children. For fancy 
one company was selling nylon vel- 


dress boots, 


vets or nylon velvet combined with 
lustre tone leathers. 


Sharpness Preferred —‘‘The 
sharper the better,” said an execu- 
tive of one of the largest exhibitors, 
which took orders for a _ pattern 
with burnished olive foot and ivory 
top, and Norwegian tan foot with 
top. Tones of gray, grape, 
loden green, benedictine, 
blue 


ivory 
bone, 
charcoal 

Trends in 
ments with heel scabs and boxings, 
narrow handbox toes, more elabo- 
rate inlays and cutouts on top, more 
colorful stitchings in five contrast- 
ing threads, and doggin or walking 
heels. Men’s boot heights are pre- 
dominantly 11l- and 12-inch, al- 
though the Western Texas and 
western rancher trade still like 14- 
inch boots. 


and sold well. 


boots point to treat- 
} 


Flat Tops Move—Flat tops sold 
along with stovepipes. While the 
newer and lighter shades sold well, 
volume orders were placed in black 
and white, black and red, solid 
black, and brown and palomino. 
Plain stitching was predominant in 
one important line, but there was a 
trend toward more elaborate inlays 
and cutouts on top. 

One line said the top production 
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number in its factory is the little 
rodeo Wellingtons in charcoal, lo- 
den green, natural roughout and 
black, retailing from $4.95 in the 
smallest (44-8) to $7.95 for 
big boys (312-6) to $10.95 in men’s 
sizes. 

Prominent on order lists in an- 
other display room were lace boots, 
with genuine horsehide foot and 
top, rib sole and heel, five eyelets 
and four hooks, retailing at $13.95 
for men, $9.95 for boys—and also a 
new line of fully insulated boots 
made with cowglove lining, of raw- 
hide oil retan, with moccasin and 
plain toes, retailing for $16.95 in 
8-inch tops, and $18.95 in 10-inch 
tops. 


size 


Chukka Line Popular — Chukka 
boots for boys made with cushion 
wedge crepe “sweat-proof” 
leather insoles and nailless construc- 
tion, in the bellow gusset pattern, 
were leading all orders in one work 
line. Good, were gored 
suede higher shoes in black and 
loden green, retailing for $13.95. 
Natural retan and straight brown 
retan in &-inch work shoe with 
crepe sole and wedge, retailing for 
$14.95 to $18.95, was another top 
seller for men. 

Pigskin Wellingtons were moving 
well in still another line, which also 
reported that ostrich calf was “hot” 
in some localities on makeup orders 
for individual styling. Texas retail- 
buying handmade 
the 


soles, 


shoe too, 


boots 
higher 


ers 
with pointed 
brackets. 


were 
toes in 


Wing Tips Move Ahead—For the 
same trade cutout panel boots in 
14-inch heights in brown and palo- 
mino and in solid black, retailing 
for $20 to $30, were bought in vol- 
ume. In the few dress shoe lines dis- 
played, wing tips again were show- 
ing a strong advance although plain 
and moccasin were selling 
well. New catalpa green, very dark 
shades of brown and burnished olive 
in soft unlined and llama leathers 
Handsewns' were 


toes 


were ordered. 
gaining, too. 
In casuals, deerskin chukka boots 
and Ny-buc in wash ‘n’ wear nylon 
suedes were sought by dealers. The 
nylon suedes sold equally well in 
loden green and brown, with two- 
eyelet No. 1 and slipons, No. 2. 
Several retailers predicted bright 
red as the “sleeper” for fall and 
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winter trade in this type of slipon, 
retailing for $8.95. 


Advance Market Week Dates 
BOSTON — Dates of the next 
three Advance Shoe Market Weeks 
have been announced by the New 
England Shoe and Leather Associa- 
tion, which sponsors these showings 
in Boston. The next two spring 
shows will be held October 3-6, 1960, 
and October 1-4, 1961. The next fall 
show will open April 3, 1961, the 
Monday after Easter, and close 
April 6. All will be held in the Hotels 
Statler Hilton and Sheraton Plaza. 


Budny Named President 
Of Michigan Retail Group 


DETROIT — William Budny of 
Dearborn has been elected presi- 
dent of the Michigan Shoe Retail- 
ers Association. He succeeds 
George Leathers of Wyandotte, 
who becomes chairman of the 
board. 

Others elected at the annual 
meeting in the Detroit Leland Ho- 
tel were Nels A. Strand, Ionia, 
first vice-president; Harry D. 
Granville, Saginaw, second vice- 
president, and James C. Houk, 
Plymouth, secretary-treasurer. 


ADAMS: 


58 years. 


Style 6011 
RED Two Strap 
"SuperSole’’. 
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EVER POPULAR FAVORITES... 


this Blucher Oxford and Classic Two- 
Strap are typical of the fine attention to 
detail and the quality leathers that have 
distinguished all 

Adams Brothers 

Shoes for over 


Style 6230 

RED Blucher 

Oxford. English 
Calf Lining. VOTAN 
“SuperSole’’. Infants, 
Childs & Misses Sizes. 
Also in BLUE & BROWN. 


VOTAN 
English Calf 
Lining. Spring Heel. Childs 
& Misses Sizes. Also 
available in BROWN 


“JACK and JILL” —the First Name in Children’s Shoes! 


ADAMS BROTHERS, INC. 


PITTSFIELD, 


NEW HAMPSHIRE 





| ndependent Shoemen 
Stresses Store Layout 


THE retailer whose store is out- 
dated in appearance and thus inef- 
ficient for selling is inviting his 
customers to trade elsewhere. This 
advice comes from the Independent 
Shoemen organization in the cur- 
rent issue of its ‘‘Operational 
Know-How” series. 

I.S. cautions independents 
against trying to compete with the 
“smart” shopping center and high- 
way stores unless they give their 
“a definite sales personality” 
by modernizing wherever neces- 
sary. But Frank T. Underhill, ex- 
ecutive director of I.S., points out, 
“All too often the twin bogeys of 
budget and lack of time persuade 
smaller retailers to postpone plans 
for remodeling.” 


store 


A New Service—Mr. Underhill 
said his group feels so strongly 
about improving store layouts that 
it has added planning and design 
as one of its services to retailers: 

“A member may send us details 
of his present store layout and the 
types of shoes he sells, and receive, 
for a nominal cost, store layout 
sketches and work plans tailored 
to his individual needs. Or he may 
prefer field consultation and super- 
vision of total or partial store ren- 
ovation by arrangement with an 
expert store designer whom we will 
recommend.” 


Getting the Money—Independent 
Shoemen, in its “Know-How” book- 
let, tells how the retailer may ar- 
range financing for either a com- 
plete or partial remodeling without 
tying up his capital. 


I.S. Sets June 22 Meeting 

NEW YORK—lIndependent shoe- 
men will hold a regional open din- 
ner-meeting Wednesday evening, 
June 22, during the Shoe Resources 
Market Week. Members, their wives 
and friends are invited to the meet- 
ing, which will start at 6:30 p.m. 
with a cocktail hour at the Brass 
tail Restaurant in the New York 
Trade Show Building. Earlier, at 
5 p.m., members alone will attend a 
business meeting at the Brass Rail, 
where the association’s future poli- 
cies will be discussed. 
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e About Shoe People 


Warren E. Henderson, who has 
spent more than 40 years as a shoe 
retailer in Framingham, Mass., has 
closed out his business and retired. 
He began his shoe career soon 
after his discharge from the army 
at the close of World War I. In 
1930 he took over the Walk-Over 
agency. 

o . - 

Lionel M. Levey has been elected 
president of The 
Felsway Shoe 
Corporation, New 
York, and its 
wholly owned sub- 
sidiaries. Felsway 
operates the For- 
sythe Shoe Stores, 
Cammeyer Shoe 
Stores, the Shoe 
Towns in New 
Jersey, and the 
Shoe Giants in 
New York State. Mr. Levey for- 
merly was executive vice-president 
Promoted 


LIONEL M. LEVEY 


and general manager. 
from controller to vice-president 
was Carl Davis. Felsway plans a 
two-year expansion program 

. . * 


William S. Browm, who operates 
Browm’s Shoe Store in New Bright- 
on, Pa., recently completed 55 
years in the retail shoe business. 
Mr. Browm, who keeps up-to-date 
with large display windows and 
modern fixtures, says, “I have en- 
joyed my business very much, but 
old age is making me think of re- 
tiring soon.” Browm’s, a_ family 
store stocking nationally adver- 
tised brands, is on one of the main 
corners in New Brighton, a West- 
ern Pennsylvania town. One clerk 
has been with the store 40 years. 


Bette and Leonard Taicher of 
Pan-American Modes, Inc., Miami, 
Fla., manufacturing firm, are due 
to arrive in New York June 19 
after a five-week trip to Europe. 
They have been visiting London, 
Paris, Switzerland, Italy, Greece, 
Turkey and Israel, and looking at 
shoe fashions throughout the Con- 
tinent. While the Taichers are 
away, their son, Lee Donald, is 
managing the company’s manufac- 
turing operations in Miami and 
Haiti. 


I. C. (Pete) Rovin, buyer and 
manager of women’s shoes at Gus 
Mayer, New Orleans, La., is recov- 
ering after undergoing major sur- 
gery May 31. He was expected to 
be hospitalized at least two weeks. 

> 7 

John P. Kelleher, treasurer of 
Rega] Shoe Company, St. Louis, has 
been elected to membership in the 
Controllers Institute of America. 
The Institute is a non-profit man- 
agement organization of controll- 
ers and finance officers from all 
lines of business. 

. . . 

Jim Kujawa, manager of Packard- 
Rellin, has been named chairman of 
the 1960 Fall Fashion Week promo- 
tion to be sponsored by the Milwau- 
kee Downtown Association during 
the week starting September 11. 
Preliminary plans, according to Mr. 
Kujawa, call for personal appear- 
ances of top apparel designers, and 
a full week of style shows and con- 
tests all over the downtown area 
The event will be solidly backed by 
heavy schedules of newspaper, ra- 
dio and TV advertising. 

* > 

Ove M. Wittstock, president of 
the Frank Warner Shoe Company, 
San Francisco, is on a tour of Eu- 
rope to study fashion trends in 
women’s shoes. After visiting Bal- 
ly’s international office in New 
York, Mr. Wittstock left for visits 
to shoe centers in London, Paris, 
Bologna and Firenze. His tour will 
end at the Bally headquarters in 
Zurich, Switzerland, where execu- 
tives and designers from each of 
the countries in which Bally oper- 
ates will confer for two weeks with 
management and craftsmen at the 
factory. 

* * . 


In Allied Fields... 

Irving J. Fife of Irving J. Fife & 
Company, New York, sales agents 
for tanners and allied companies, 
and Mrs. Fife are on a trip to Eu- 
rope. With them is Charles Put- 
terman of the Milton Shoe Manu- 
facturing Company, Inc., Loree 
Footwear Corporation and Jaro 
Footwear Company, Inc., who is 
also accompanied by his wife. They 
will visit important shoe centers, 
returning July 9. 
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e Trade Literature 


Cavalier Co. Publication 


Offers Facts on Leathers 


A MONTHLY, pocket-size 
lication designed to answer retail 
shoemen’s questions about leathers 
and their problems and provide use- 
ful information has been introduced 
by Cavalier Company, Baltimore, 
makers of shoe dressings. 

‘Cavalier Footwear Facts” in its 
first issue stressed the opportunity 
open to the retailer for multiple 
sales of dyeable white suede shoes. 
In future the origin, and 
care of patent leather, cordovan and 
lustre leathers were to be 
covered, 

The material is written by J. V. 
Lobell, Cavalier’s president. 

Shoemen wishing to 
“Footwear Facts” should 
the Cavalier Company, 
30, Md. 


pub- 


issues 


pearl 


receive 
write to 
Baltimore 


How to Improve Turnover 


—as Seen by Authorities 


4 22-PAGE booklet, ““Turnover 
The Many Ways to Improve It,” pub- 
lished by the National Retail Mer- 
chants Association, gives the retailer 
a brief, clear and useable study of 
the problem of turnover, its relation- 
ship to profit and suggested methods 
of improving it. 

The booklet is the edited proceed- 
ings of the joint “Put & Take” 
sion at the NRMA'’s 1960 convention 
sponsored by the Merchandising 
division, the Controllers’ Congress 
and the Smaller Stores division of 
the NRMA. 

The booklet is available 
NRMA, 100 West 31st St., 
1, at $3. 


ses- 


from 
New York 


Children’s Foot Care Booklet 

AN ILLUSTRATED booklet on 
children’s foot care, titled “Your 
Child’s Shoe World,” has been pub- 
lished by Billiken division of Crad- 
dock-Terry Shoe Corporation, 
Lynchburg, Va. 

Subtitled “Words for Wise Par- 
ents,” the booklet stresses the im- 
portance of choosing a children’s 
dealer carefully. The 
guide to shoe buying, it says, is “a 
brand name you know.” Over the 
basics of fit, wear and quality, the 


shoe best 
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“fashion is the candy 


” 


booklet says, 
coating to tantalize young tastes. 

Materials, shoe fitting, and shoe 
care are all covered in the booklet. 
Copies are available free to parents 
requesting them. 


Booklet Tells Bixby’s Story 
PRODUCT development and qual- 

practiced by the 

Haver- 


control as 
Toe 


ity 


Bixby Box Company, 


“for Niceness in Shoes” 


Write for catalog 
and name of nearest 


representative. 


ST. LOUIS SALES OFFICE: Suite 700, 503 N. 12th St., 


NEW MARKET 
NEW HAMPSHIRE 


ic. 


are treated pictorially 
page booklet 


hill, Mass., 
in an interesting 16- 
just off the press. 
According to Woody Foss, Bix- 
by’s general sales manager, “We 
wanted to put this story down on 
paper so all our friends in the in- 
dustry would have the opportunity 
to see how we work. We believe 
this is the first time any shoe com- 


ponent manufacturer has attempted 

to tell its story in this way.” 
Copies of the booklet may be ob- 

by writing to the com- 


| 


tained free 
pany. 


lil 


ql 
Me | 


WORLD OF 
APPEAL 


St. Louis, Mo. 





eWhat’s New 


Lightweight Sportsman’s Boot 


John A. Frye Shoe Company, Mariboro, 
Mass., says this new sporting boot is a 
half-pound lighter than others of the 
same type, yet durability stays the 
same. The boot is made of a weather- 
proofed, full-grain waxed leather of 
glove-soft feel and suppleness. Uppers 
are nylon-fitted. Sizes 6-12, A-EEE. 





Polish for New Dark Greens 


DARK OLIVE has been added to 
the Cavalier Company’s Boot Creme 
line for use with such new leather 
colors as black jade, loden, dark ivy 
and the like. J. V. Lobell, presi- 
dent of the Baltimore company, said 
the new color fills the needs of those 
whose customers have 
shied from these shades be- 
cause of uncertainty about how to 
care for them. The product is being 
supplied from shoe finders’ stocks 
in standard and deluxe sizes. 


retailers 
away 





For the Young Miss 


“Record Hop” is the name of this fall 
end beck-to-school shoe from The 
Yankee Shoemakers, Newmarket, N. H. 
Light in weight, soft and flexible, it's 
also said to be sturdy. The shoe lends 
itself to varied color combinations. 
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Shoe Holder for Polishing 


A SHOE holder which is designed 
to be mounted on a wall in home or 
office for quick, convenient shining 
is being marketed by Solar Prod- 
ucts, Chicago. The “E-Z Shoe 
Holder” consists of a wall-attach- 
ment piece (with two screws) into 
which is fitted a 13-inch metal arm 
with a form to hold the shoe. An 
adjustable bracket secures any size 
of shoe in place during polishing. 

All component parts are made of 
heavy-gage steel with a permanent 
bright finish. When the device is 
not in use, the holder may be re- 
moved from the wall attachment to 


save space. 


Solar's "E-Z Shoe Holder” 


Nylon Suede Introduced 
For Varied Uses in Shoes 
AN ALL-NYLON 


for use in a wide variety of foot- 


suede fabric 
wear has been developed by Prince- 
ton Mills, New York, a division of 
surlington Industries. 

The “Purr-Suede” 
scribed by Sam Becker, 
Princeton’s shoe division, as “wash- 
able, cleanable, light in weight and 
with excellent characteris- 
tics.” It was developed initially for 
uppers in men’s, women’s and chil- 
dren’s shoes, Mr. Becker said, but 
the firm envisions its use in almost 
any type of shoes. In the children’s 
and women’s categories, he added, 
Purr-Suede will have application as 
a binding on suede shoes, and in 


fabric was de- 


i 
2! 


head « 


wear 


dressy shoes. 

General Split Mil- 
waukee, is laminating the fabric to 
split leather for sale to shoe pro- 
ducers. Purr-Suede serves as the 
upper with split leather as lining. 

The nylon suede material is ex- 
pected to be available in 15 to 20 
colors shortly, the Princeton firm 


Corporation, 


said. 


Plastic Shine Tray 


"Three-Way Shoe Shine Tray” for chil- 
dren's footweor is newest creation by 
Esquire. Made of durable plastic, it 
serves as shoe rest during shining; it 
grips open bottle in non-tip position, and 
it can be hung on wall or door as stor- 
age cabinet. Tray comes with two bot- 
ties of Scuff-Kote. 





Leather-and-Fiber Counter 
THE Proctor Counter Company, 
St. Louis, Mo., has introduced a new 
counter called Leathalite, made of 
50 per cent leather and 50 per cent 
The de- 
velopment provides a middle range 
Leathalite counters are 


fiber and bound with latex. 


in counters. 
said to be more expensive and more 
flexible than fiber counters but less 
little flexible 
leather 


expensive and a less 
than the 
The Proctor 
the exclusive sales agent for the ma- 
terial, English development, in 


the United States 


present counters 


Counter Company is 


an 





An Answer to Heel Problem 


To prevent spike heel damage, Lucky 
Sales Company, iInc., Chicago, has in- 
troduced extra-thick, one-piece molded 
heel made of Hardite in its Rain Deors 
plastic rainboot line. George Lewis, 
president of Lucky Sales, says tests 
show the heel has all the properties 
needed to resist tearing. 
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Back-to-School Oxford 


Boys’ monk-strap, buckled oxfords prom- 
ise to be strong in the fall and back- 
to-school season. This one by Ephrata 
Shoe Company, Ephrata, Pa., has all the 
style details . . . hardware, perfs and 
the new shadow-antiqued brown. 





Modified Ripple Sole Debuts 

THE Beebe Company, 
Nashua, N. H., introduced a 
new, lightweight Ripple Sole which 
has shallower corrugations than the 


Rubber 
has 


earlier style. The corrugations have 
been removed from the arch area so 
that the action of the Ripple is con- 
fined to the heel and ball portion of 
the sole. 


Fabric for Lining Perfs 


A NEW fabric for lining perfo- 
rated shoes has been introduced by 
Pepperell Mfg. Co., Boston. The 
product, named Peppron-RL, can be 
used to back a whole skin or an 
individual pattern. The RL stands 
for resin, with which it is treated 
on the face for wear, and latex, 
with which it is treated on the back 
for cement processing in factories. 
The makers say the fabric is du- 
rable, will eliminate expensive faille 
requirements for backing and, most 
important, will have non-fray quali- 
ties, of special value in perforated 


shoes. 


Cushioned Sock-Lining 

THE Phillips-Premier Corpora- 
tion, Boston, has introduced Kush- 
ion-Kote, a sock-lining material that 
has built into it. De- 
signed for women’s shoes, the mate- 
rial is still in the development stage 
as is Drape-Cape, an imitation cape- 


cushioning 


skin designed for use in producing 
effects in women’s high- 
style shoes. This is also being pre- 
pared for marketing as a lining ma- 
terial. 


pillowed 





Suggested Retail $5.95 to $9.95 
* Top Quality White Elk 
* Gothalite Wear-Rite 
Leather Shade Sole 
* Regulation 10/8 Majorette Heel 


STYLE NO. 6020 
GIRLS 4/9 MISSES 12/3 


Top Quality Littleway 
MAJORETTE BOOT 





GOODYEAR STITCHED—STYLE NO. 809 
INFANTS’ 4/8 CHILDREN'S 8612/3 


¢ Retail Sales Aids 
The Shopper Can Revolve It 


The “Caro-Sell,” revolving shoe display 
by the Anchor Wire Specialty Company, 
Homestead, Pa., aims at maximum dis- 
play area in minimum floor space. Four 
independently moving trays are mounted 
on vertical pole. Shoes are held in place 
by heel grip claimed not to scuff. The 
unit is 54" high, 25" in diameter, and 
holds 70 shoes of varying heel height. 
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GOTHAM SHOE MFG. CO., Inc. 


June 15, 1960 


Gotham Brand BowunG SHOES 
. ye 


Suggested Retail $4.95 to $8.95 
CONVENTIONAL PRO TOES 


Send for catalog of complete line 


Binghamton, N. Y. 


AND 
3 EVELET 
MOCCASINS 
FOR 
MEN, WOMEN 
& CHILDREN 








One of America’s Finest Resources for 


* SAMPLES 


* CANCELLATIONS 


Branded Shoes first quality 
from outstanding. makers 


IDEALFOR © 
Cancellation — 
Drive Ins 

Bargain Basements 


ff 


LOTS 


mi a 











© Obituaries 


DR. DUDLEY J. MORTON, 76, 
an orthopedic surgeon who spent 
many years in research on the hu- 
man foot, died of cancer May 22 in 
New York City. He had studied the 
evolutionary development of the 
foot, the mechanism of the normal 
foot and its disorders, the evolution 
of the erect posture and human lo- 
comotion. Among his several books 
was “The Human Foot” (1935), 


HAME 


SHOES LOOK NEW LONGER 


DISCRIMINATING BUYERS PREFER 


which described women’s high-heel 
shoes as a “powerful and vicious 
factor in the development of foot 
disorders when worn during work- 
ing hours.” 


HARRY LEVINSON, 69, a re- 
gional sales representative for 15 
for the Somersworth Shoe 
Company, Inc., and also a former 
state assemblyman from The Bronx, 
died May 21 in Buffalo, N. Y. Mr. 
Levinson was an organizer and first 


years 


LEATHER LININGS | 


Kid © Sheep ¢ Lamb 


with Hamel Leather Linings 


with Hamel Leather Linings 


Hamel Kid, Sheep and Lambskin Linings 


ON DISPLAY BOOTH 59—Statler-Hilton Hotel, 
N. Y. Leather Show, June 23-24, 1960 


L. H. 


W orld’s Largest Tanners of Leather Linings 


SALES AGENTS... John T. Quinn, Rochester, N. Y.; John Leavitt & Co., St. Louis, Mo.; 
John G. Freeman Co., Milwaukee, Wisc.; Carson A. Stiles & Co., Ambler, Pa.; William 
Norman Nelson, 
Leather, Inc., Cincinnati, Ohio; Nelson-Roney Co., Los Angeles, Cal. 


G. Blain, Philadelphia, Pa.; 
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HAMEL LEATHER CO. 
Haverhill, Mass. 


St. Paul, Minn.; Newman-Heminger 





president of the Tri-State Shoe 
travelers, and became _ honorary 
chairman of the board of that asso- 
ciation. His son Al is a Buffalo shoe 
retailer. 

CHARLES F. WOODARD, 738, 
vice-president and one of the found- 
ers of the Woodard and Wright Last 
Company, East Bridgewater, Mass., 
died May 26. He had been associ- 
ated with the company for nearly 
60 years, achieving a national repu- 
tation as a designer of lasts and a 
model maker. In recent years he had 
been semi-retired. 


ROBERT B. WALKER, 68, 
tired leather buyer for Craddock- 
Terry Shoe Corporation, 
burg. Va., died 
Lynchburg home 
with the 


a re- 


Lynch- 
recently at his 


He 


company for 


was 


associ- 
ated many 


years. 


MRS. CHARLES F. JOHNSON, 
; oe; the long-time 
board chairman of Endicott John- 
son Corporation, Endicott, N. Y., 
died May 19. Mrs 
leader in community 
been ill about six weeks 


widow of 


Johnson, a 
affairs, had 
Her hus- 
at the 


also 


band died last 
age of 71. 


August, 


GEORGE L. SEIFERT, 70, owner 
of the Seifert Shoe Store in Ken- 
more, N. Y., near Buffalo, died May 
21. Mr. Seifert opened his first shoe 
store in Buffalo in 1921 and moved 
to Kenmore in 1924. He was the 
first president of the Buffalo Shoe 
tetailers Association and chairman 
of its board for many years 


CARL FLIEDER, 49, a 
manager in Trenton, N. J., 
Kitty Kelly chain, died May 
a Philadelphia hospital. He 
formerly assistant manager 
Philadelphia 


store 
for the 
23 in 
was 
of a 


unit. 


CHARLES F. LACY, 77, a retired 
department store shoe buyer, died 
recently at his Pennsauken, N. J 
home. He had been associated with 
Philadelphia. 


Snellenburg’s, 


IRVING C. ANDERSON, 63, 
manager of a Kinney Shoe Store in 
the Minneapolis suburb of Crystal, 
was found dead May 9 a few min- 
utes after he had reported his store 
safe ransacked. Police believe the 
shock of the $1,600 theft caused a 
heart attack. 
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Manufacturing News 





Union-Company Talks N, Y, Firms Note Increased Orders 


Begin in St. Louis Area 


ST. LOUIS—Production contin- 
ues on a satisfactory level for St. 
Louis manufacturers. Reorders on 
women’s white pumps and women’s 
straw casuals began coming’ in 
heavily by June 1, reflecting a good 
end-of-May retail response. Sub- 
newspaper lineage is 
mentioned as a strong contributing 
factor. 

Nationally, indicate, 
retail buying is holding its strength 
for almost al! areas. Inventories are 


stantial ad 


producers 


listed as good to excellent and post- 


Easter selling gains outweighed 
earlier losses. 
Sessions have already started be- 


manufacturers and labor 
regarding contracts 
the fall. 
Company's contracts 


30 


tween 

leaders which 
expire in International 
Shoe run to 


September and involve 
8700 workers under the 
Shoe Workers of America 
additional 4300 under the and 
Shoe Workers’ Spokesmen 


for the unions are asking for wage 


some 
United 
and an 
foot 


Union. 


increases and a variety of new or 
benefits. Decisions have 
not been reached 

All manufacturers observe 
the or failure of the 
half of 1960 hinges on new wage 
other 
availability of new outlets, inroads 
of imported footwear and a host of 
other factors, including the alert- 
ness of retail merchandising. More 
and more producers are now issuing 
regular educational bulletins to help 
keep informed of 
changing conditions. When 
men come in off the road, they are 
finding increased emphasis on sales 


increased 


that 
success last 


scales; production costs; 


their retailers 


sales- 


meetings that stress education in all 
of merchandising, promo- 
tion, products and production ways 
and means. 


phases 


© International Shoe Company, St. 
Louis, has named the Manning 
Public Relations Firm, New York, 
to handle its corporate and finan- 
public relations program, 
President Henry H. Rand an- 
nounced. 


cial 
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By RICHARD C. STANTON 


BINGHAMTON — Upstate New 
York shoe manufacturers reported 
gains in orders for fall. They attrib- 
ute this more liberal buying to in- 
ventory reductions at the retail level 
as spring and pre-summer business 
picked up. 

Recent regional shoe shows, how- 
ever, developed a more spotty buying 
pattern, apparently a reflection of 
local economic and weather condi- 
tions, 

A spokesman for a large-scale pro- 
ducer rationalized that the inven- 
tory situation which has worried the 
trade was a result of miscalculations 
last year when quite a large number 
of stores stocked up in anticipation 
of price increases. 


Production Behind Sales—Shoe 
production gains are running under 
sales increases as plants reduce their 
former heavy stocks. Activity 
greatest in women’s lines and 
athletic 
continue 


has 
been 

some 
wear. 


specialties such as 


Men's dress shoes 
to lag. 

A straw 
was a recent advertisement of Endi- 
cott Johnson Corp. for female help 
for stitching rooms and hand opera- 


in the production wind 


tions. The company had 60 such jobs 
available and is starting a program 
for 20 more trainees. These numbers 
are not big for a company with 13,000 
production employees, but it is said 
to be the first time in a dozen years 
or more that the firm has had to ad- 
vertise for help. 

While the immediate cause of the 
job openings at Endicott Johnson 
was the increase in orders, the com- 
pany is also preparing for the next 
few months when a number of wo- 
men employees will be retiring. 


The Import Problem—The rapid 
growth of footwear imports contin- 
ues to plague manufacturers here. 
To meet this competition, American 
plants are turning to new compo- 
nents, materials and equipment. 

A top manufacturing 
said the government’s depreciation 
allowance policy makes the replace- 
ment of old equipment costly and 
difficult. Although machinery costs 
have spiralled in recent years, depre- 
ciation allowances have not increased 


executive 


much. 

The burden of installing expensive 
machinery added to high wage rates 
of American shoe workers reduces 
ability to compete with foreign shoe 
manufacturers. 





Optimism Grows in New England Shoe Plants 


BOSTON 
branded 


New England firms 
making lines of women’s 
shoes have now joined the ranks of 
the optimists. 

After assessing the results of re 
cent regional shows and consolidat- 
ing orders received even more re- 
cently from salesmen in their terri- 
tories, many of them report that 
they will be busy until the fall run 
Adding to this activity, 


will be 


has ended. 
of course, manufacturing 
for in-stock. 

Judging from _ initial 
hand, casuals, now year-around sell- 
ers, will play an even larger role 
than they did last fall. While many 
of these will be built on wedge heels, 
somewhat dressier types will have 
the newer outside heels up to about 


orders on 


14/8. Dress shoes are being ordered 
again in pump types having stacked 
heels and the omnipresent spike. 

The men’s segment of the indus- 
try is not quite so active as the wo- 
men’s. Some encouragement, how- 
ever, is seen in the fact that though 
fewer orders had been received up 
to Memorial Day, those which had 
been placed were uniformly larger 
than they were when fall buying got 
under way in 1959. 

This has had its inevitable effect 
on the leather market from which 
are heard reports of at least a few 
large orders for calf in both men’s 
and women’s weights. Suede splits 
also have been more active. Busi- 
ness in side leathers is described as 
“moderate.” 





Salesmen ¢ Suppliers 





General Split Claims an Industry ‘First : 


Tanner Combines Leather, Fabric 


MILWAUKEE — “Ny]-On-Leath- 
er,” a new development of General 
Split Corporation, combines nylon 
suede and leather in one product, 
and signifies a new alliance between 
leather and non-leather materials 
traditionally highly competitive. 

Saul Levine, executive vice-presi- 
dent of General Split, hailed his 
company’s “marriage of leather and 
fabric” as a tanning industry mile- 
stone. Developed by the firm’s Spe- 
cialized Processing division, Nyl- 
On-Leather has a base of light- 
weight, soft-textured split leather. 
The facing is sueded, 100 per cent 
nylon fabric. 


“A New Material”—‘“In combina- 
tion the leather and nylon make a 
material, never before avail- 
able for shoes or other uses,” Mr. 
Levine “It has all the bri!- 
liance, washability and utility of 
nylon fabrics and the strength, sup- 
pleness and feel of leather. The 
laminating process is exclusive 
with General Split.” 

Introduced first in the Milwaukee 
area, the new material is reported 
in volume production in the fall 
lines of two high-grade children’s 
shoe manufacturers, Mid-States 
Shoe Company and Pied Piper Shoe 
Company. Nyl-On-Leather can be 
used in shoes without additional 
lining, the producers say, and it 
makes unnecessary the drill back- 
ing and faille linings usually found 
essential with conventional 
suede. 


new 


said. 


nylon 


Variety of Uses—According to a 
tannery spokesman, the new mate- 
rial can be used in men’s, women’s 
and children’s slippers, casual shoes 
and boots. It also has application in 
men’s outdoor boots and women’s 
high-fashion handbags. It will be 
available in such shades as black, 
red, loden green and gray as well as 
“virtually any fashion color.” 

The nylon-leather combination is 
reported about 50 per cent higher 
in cost than the suede leather that 
the firm produces from splits, and 
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also about 50 per cent more costly 
than nylon suede backed with cloth. 
“Nyl-On-Leather” will be intro- 
duced to the industry at the Allied 
Shoe Products Show in New York, 
June 20-23. 
General Split will continue to re- 


a 


These slippers, casuals and handbags 
utilize General Split's “Nyli-On-Leother,”’ 
combining a leather base with a nylon 
suede facing. 

gard leather as its basic product, 
officials said. However, they ex- 
pressed belief that they should not 
overlook “the potential beauty and 
utility of fabrics and other non- 
leather materials when used to in- 
crease the variety and versatility of 
leather uses.” 


Footwear Minimized as 
Source of Foot Trouble 

CINCINNATI—A leading chirop- 
odist says shoes cause less than 10 
per cent of all foot problems. Dr. 
John H. Buchan, president of the 
Ohio Chiropodist Association, made 
the statement at the group’s an- 
nual convention here. 

“Most of the cases we treat,” he 
said, “are caused by inherited ten- 
dencies such as weak muscles and 
ligaments, faulty bone structure or 
sensitive skin. The old idea that 
shoes were the main cause of foot 
ills has been discarded.” 


Genesco Sales and Income 
For Six Months Increase 
NASHVILLE, TENN. 
per cent 
32 per cent 


- Genesco, 


Inc., reported a 24 in- 


crease in sales and a 
gain in earnings in the six months 
April 30. The company 
cleared $4,092,000, or $1.13. per 
share, on sales of $154,031,000. 


In the corresponding six months 


ended 


of last year, earnings amounted to 
$3,110,000, or $1.06 a 
of $124,228,000. 


share, on 
sales 
If the 
Formfit 
acquired 


and earnings of 


} 
SHie€S 


Company, which Genesco 
last 


the 


August, were in- 


cluded in 1959 figures, profits 


would have been $4,075,000, or 


$1.19 a 


572,000. 


share, on sales of $1536,- 


Genesco have voted 


Directors of 
to increase the annua! dividend 
from $1.50 $1 


the July 


rate 60, effective 


with payment 

Wolverine ‘Hush Puppies’ 

Are ‘Product of the Year’ 
LANSING, MICH Hush 


pies, pigskin casual shoes by 


Pup- 
Wol- 
verine Shoe and Tanning Corpora- 
tion, Rockford, have 
Michigan’s “product 


named 


been 
of the vear.” 
T. Austin Saunders, state chair- 
man of the annual Michigan Week, 
said the shoes “provide an outstand- 
ing example of Michigan 
ics.” They were the unanimous 
choice of a special award board. 
Last The 
“Anatomy of a Murder,” written by 
John Voelker, a former 
preme court justice. 


dynam- 


year’s winner: novel 


state su- 

Hush Puppies, brightly-hued lei- 
sure footwear, made for men 
and boys only. Over 5600 retailers 
carry them, and Wolverine officials 


are 


say more than a million Americans 
are wearing them. 

Wolverine Shoe and Tanning, 
headed by Adolph K. Krause, presi- 
dent, and Gordon C. Krause, execu- 
tive vice-president, manufactures 
about 10,000 pairs of shoes daily. 
It employs 1300 persons at plants 
in Rockford, Ithaca, Greenville, Big 
Rapids, Howard City and Reed City, 
Mich. 
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Plastics Firm to Produce 


Cowboy Overshoe Boots 

ESSEX, CONN. — Essex Master 
Mold Company, Inc., has set up the 
Emmco Products division here to 
make and distribute children’s plas- 
tic overshoes. The company has in- 
troduced a sculptured cowboy boot 
style with horse and rider in bas 
relief and color. 

Stedman C. Pool, president, said 
distribution will be made through 
children’s footwear departments in 
leading shoe, department and chain 


stores, 


Sponge Arch Is Featured 
In Musebeck Casual Lines 


OCONOMOWOC, WIS. The 
Musebeck Shoe Company has 
launched two new lines of Kush-N- 
Arch casuals which feature a sponge 
arch support which runs the 
heel to the ball of the foot. 

The Kush-N-Arch 


come in styles 


from 
men's casuals 
for 
casual, dress and business wear. The 
three shoes in this line are the black 
loafer, the buck boot and the brown 
slipon. 


three designed 


The women’s line, all wedges, in- 
cludes four slipon and four tie styles. 
The red, black, white, 
smoked elk and Jemon. 

Both lines have crepe soles. The 
women's is made with a full- 
length, sponge rubber arch support, 
a heel wedge insole with a cushion 
felt ball area, a cork platform which 
cushions and supports the entire foot 
bottom, a wedge heel and a crepe 
outsole. The men’s line has a sponge 
cushioned arch and a built-in wedge 
to cup the heel in comfort. 


colors are 


line 


Tanning Display to Be 


en eve oe 
: Bes 
ep 

eS 


Used in Retail Promotions 


This display of the tanning process, prepared by Armour Leather Company and 

concluding with the finished product—Armour's Spanish Moss Bonnieskin—is being 

used by Arnold Bregman, sales manager of Brown Shoe Company's Risque division, 

in promoting the Spanish Moss color in Bonnieskin. The promotion is slated for a 

dozen key department stores, including H. P. Wassons, Indianapolis, ind., August 

15. Bonnieskin is a soft, supple, silky suede and Spanish Moss is described as a 
neutral for wear with almost any color. 





Arno Moccasin Relocates 

LEWISTON, ME.—Arno Mocca- 
sin Company of Lewiston has more 
than its production 
by moving into new quarters at 
2 W. Bates St., here. Arno Fleisher, 
president and treasurer, said 14,000 
feet manufac- 
turing operations for hand-laced 
moccasins for men, women and chil- 
dren. Jack Spiegel of Quoddy Moc- 
casins, Portland, Me., is vice-presi- 
dent of Arno. 


doubled space 


square is devoted to 


L. B. Evans Office Moves 
WAKEFIELD, MASS.—The Chi- 
cago sales office of L. B. Evans’ Son 
Company has been moved to 
1412 Willoughby South 
Michigan Ave. The Republic Build- 
ing, 209 South State St., where the 
office formerly was located, is being 
torn down. In charge of the new 
office, which was redecorated, is 
sales representative Gordon Walker. 
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To All Shoe Tracelers 


“Salesmen on the Road,” a page for and about the 
traveling man, has returned to the Recorper. It con- 
tains news and sidelights about travelers’ organizations 
as well as the individual salesman and his accomplish- 


ments, on and off the road. 


It’s the traveling man’s own page, and the Recorper 
depends on the traveler to keep up a steady flow of 


news. If you have a news item, write to: 


MRS. VIVIAN ANDERSON 


SALESMEN 


June 15, 1960 


ON THE ROAD DEPT. 
995 LOMBARDI LANE 
LAKEWOOD 15, COLO. 


Jay-Allen-Ward Renamed 

LOUIS Jay - Allen - Ward 
Company, Inc., a producer of grow- 
ing girls’, children’s infants’ 
footwear, has changed its corporate 
name to Inland Manufactur- 
ing Company. According to a com- 


ST. 
and 
Shoe 


pany spokesman, the firm wanted 
a name which indicates it is a 
shoe manufacturer and 
easier to remember and pronounce. 
remain at 
and the 
Advance, 


which is 


Company offices 5579 
Pershing Ave., St. 
factory and warehouse in 


Mo. 


Louis, 


Stanbee Appoints Dolliver 
NORTH ARLINGTON, N. J.— 
Stanbee Company has 
Dolliver & Bro., 5108 E. Washington 
Blvd., Los handle the 
Stanbee line of box toe and counter 
according to Howard 
Stanbee’s general 


designated 
Angeles, to 
materials, 


Berkson, 
manager. 


sales 
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Charles Eaton Co. Agrees 
To Curb Health Claims 


WASHINGTON, D. C. The 
nakers of Charles Chester Air 
Cushion shoes have agreed to stop 
making certain health claims about 
their product, the Federal Trade 
Commission announced. 

The FTC says it entered into a 
consent order with the Charles A. 
Eaton Company, Brockton, Mass. 
which trades as Charles Chester 


Shoe Company) and its officers, 


Charles C. Eaton, Jr., Robert A. 
and Louis F. Eaton, and Edward 
B. Hutton. Under the terms of the 
consent order, the company and 
its officers agree discontinue 
stating that wearers of their shoes 
will receive certain health benefits. 

The FTC, in a complaint filed 
against Charles Chester on October 
19, 1959, complained that the firm 
falsely represented that its 
will (1) assure better body bal- 
ance, (2) furnish support of the 
feet in those cases where support 


to 


shoes 
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for quality shoes at a 
sensible price! 





Shaw’s unique combination 
of high quality and moder- 
ate price gives you men’s 
shoes you are proud to sell! 
Our famous Trade Builder 
way of supplying you with 
OVERNIGHT service 
from over 60 Shaw distrib- 
utors all over the country, 
insures you shoes when you 
want them! You can com- 
bine low inventories with 
high profits, using the Shaw 
Trade Builder plan. 


for the name of your nearest Shaw 

Trade Builder distributor, and our 

new Spring-Summer folder and 
catalog, showing our 
complete line of men’s 
casual, dress, work and 
comfort shoes. 
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TRACY 


Here's the very newest in biack slip-on casuals. 
Inverted stitch on vamp with CUMMERBUND 
SADDLE EFFECT that adds a most distinctive 
touch. Nylon stitched, steel arch, nuclear out- 
sole, rubber heel, on our fine-fitting No. 15 
Combination last. Also available in SHADOW 
ANTIQUED tan, as BARRY. IN-STOCK to retail 
profitably at $10.95-$11.95 


NATIONALLY ADVERTISED 


Eee Outdoor Life 


if 


aoe Seseeits 





"Oven 38 ans of; Quality Shoemaking” 
M. T. SHAW, Inc., Coldwater, Michigan 
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individually indi- 
cated, and (3) eliminate bunion 
pressure and fatigue, aid circula- 
tion and improve foot health. 

The commission adopted 
minor modifications an initial 
cision of of its hearing 
aminers containing an order agreed 
to by both the FTC bureau of liti- 
gation and the shoe firm. 

Signing a consent order does not 
admission the firm 
violated law. A 
agree- 


is found to be 


with 
de- 


one ex- 


by 
has the 
order is merely 
the 
government is 


constitute 
that it 
consent 
ment to 
which 
complaining. 


an 
discontinue practices 


about the 


Wee Walker Shoe Cartons 
Cited by Box Association 


ST. LOUIS—The cartons used by 
Wee Walker infants’ shoes have 
won a merit award in the 1960 com- 
petition sponsored by the National 
Folding Box Association of Amer- 
ica. 

The folding-type 
Wee Walkers’ self-service merehan- 
dising took the award in the : 
tial new volume usage” category. 
tichard L. Siegel, president of the 
Gardner division, Diamond National 
Corporation, presented the certifi- 
of honor to Wills T. Engle, 
president of Moran Shoe Company, 
producers of Wee Walkers, 
brief ceremonies at the 
Ill., 
Entries in 


boxes used in 


poten- 


cate 


during 
firm's Car- 
factory. 
the 
designs from all of the 
ing box manufacturers. 


lyle, 


contest included 


major fold- 


Wills T. Engle (left), president of 
Moran Shoe Company, accepts National 
Folding Box Association award plaque 
from Richard L. Siegel, president of 
Gardner division. Diamond National 
Corporation. Moran employees look on. 
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Fulton Sues in Building Sale 
COLUMBUS, 0O. Jerome K. 
Jelin, board chairman of Fulton In- 
dustries, Inc. (formerly the H. 
Godman Company), has sued the 
Franklin County (0O.) board of 
commissioners to compel it to go 
through with the negotiated pur- 
chase of the Godman building here. 
The suit demands that the board 
either complete the $700,000 trans- 
action or pay Fulton Industries, 
$150,000 damages a prop- 
erty adjoining the Godman building 
for $31,800. The deal halted 
when one of the commissioners, who 
had voted for 
changed his mind. 
Fulton operates the 


and buy 
was 


once the purchase, 


Miller-Jones 
chain, 


Envelope ‘Window’ Is a Shoe 
LOUIS 
with the 
of a 
the 


ST. A window envelope 
“window” cut in the shape 
shoe has won an award for 
Hy-Test Shoes division 
of International Shoe Company. 
The envelope captured an “award 
of the month” of the Envelope In- 
stitute of America 


Safety 


Pittsburgh Wholesale F 


PITTSBURGH Seventy-five 
years ago this spring, James Cohen, 
an immigrant, founded a shoe store 
on lower Fifth Avenue in this city. 

The still 
door away from the original site 
although today it is a wholesale op- 
eration. And it is still in the Cohen 
family. Five brothers run it. 

The have wholesale cus- 
tomers who have been on the books 
for decades. They have sold Alex 
Rosenthal and his father, of Pitts- 
burgh’s South Side, for half a 
century. J. Samolsky of Washing- 
Pa., has a customer for 
10 years. 


store operates one 


Cohens 


ton, been 


A Bit of Retailing—Even though 
the firm has long since switched to 
wholesaling, the Cohens 
ally sell retail. That happens when 
a customer comes into the store and 
he had been 
brought to the years before 
by a parent to buy a pair of shoes. 
The Cohen brothers are sentimental 

they'll sell the visitor a pair. 


Their sentimentality is enhanced, 


occasion- 


announces or she 


place 


irm Marks 75 Years 


perhaps, by the fact they them- 
selves used to live behind the store 
in the days when their father and 
mother worked to build the busi- 
ness. 


A Quiet Jubilee—The Cohens ob- 
don’t believe in wild dia- 
mond jubilees. A concession to the 
remarkable is a small, 
round green seal which they have 
stationery, pack- 
ages and announcements. It reads 
simply “75th Anniversary Year.” 

Newman Cohen is president of 
the corporation. Other officers are 
Frank, vice-president; Morris A., 
treasurer, and Henry, assistant 
treasurer. Morris is also president 
of the Pittsburgh Wholesale Credit 
Association. 

After seven and a half decades, 
the end of the Cohen shoe dynasty 
is in sight. The five brothers, who 
took active control after the death 
of the founder in 1930, have five 
children among them—four daugh- 
lone son. And it is be- 
unlikely that the will 
the family business. 


viously 
anniversary 


been pasting to 


ters and a 
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son 








If you don’t do it NOW 
you will lose a lot of sales 
of Dr. Scholl’s Appliances 
and Remedies by not 
having your Window Trim 
in on nationally advertised 
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FOOT COMFORT WEEK 








June 18 to 25 


* Foot Comfort Reg. U.S. Pat. Off. 


shell 


WORLD'S FINEST 


Out of the commonplace among 
leathers into the realm of 
unexcelled quality and beauty... 


THAT'S “HORWEEN 


CORDOVAN.” Specified by 
leading manufacturers and retailers 
for soft “feel” and long wearing 
comfort... specify HORWEEN 
and be SURE. 


Horween side leathers enjoy an 
outstanding reputation for 
dependability, too 


2015 ELSTON AVENUE 
NEW YORK 38: 
BOSTON 11: 





Corda. 


HORWEEN LEATHER COMPANY 


HERMANN eokabiink 
KAYE & BARNES, INC., 93 SOUTH STREET 


CHICAGO 14, ILLINOIS 
INC., 26 FERRY STREET 
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Houston Retailer Gets First Herbst Trophy 


DALLAS—The Shoe Box, Hous- 
ton, has been named “shoe store of 
the year” in the entire U. S. for 1959- 
60 by Herbst Shoe Manufacturing 
Company of Milwaukee. Bill Douglas, 
owner and operator of the Texas re- 
tail firm, received the first annual 
“Herbst Trophy” at a_ national 
awards dinner in the Adolphus Hotel 
here. 

Presenting the award was George 


W. Herbst, vice-president of the Mil- 
waukee company, which makes Child 
Life shoes. 

Mr. Douglas operates three shoe 
stores in Houston and is planning a 
fourth. Although carrying the Child 
Life brand was a prerequisite for 
nomination for the trophy, it was 
not the basis for awards, explained 
Tom McConnell, advertising-promo- 
tion manager for Herbst. Contribu- 





He will if you give him extras like... 


FARBERIZED 


INSOLES and WELTING 


. . . because they resist cracking, shrinking 
and curling from perspiration or dampness. 


WHAT IS “FARBERIZING?” 

Farberizing replaces water soluble tannins 
with a special compound to seal each fiber 
against moisture yet maintain the porosity of 


the leather. 


GIVE YOU MORE 
FOR YOUR MONEY |! 


tions to foot health, promotional pro- 
grams and retail innovations were 
all considered. Some 1500 shoe deal- 
ers were eligible to compete. 
Raiford’s Shoe 
Tenn., owned by Phil Raiford, was 
second in the balloting for the U.S.A. 


Store, Memphis, 


award. 


Regional winners included: 


New England, Child-Teen Shoe Store, 

Quincy, Mass.; Mid-Eastern States, 
Santercole Shoe Co., Buffalo, N. Y.; 
Mid-Atlantic States, Small’s Juvenile 
Bootery, Salisbury, Md.; Southeastern 
States, Harvey's, Inc., Columbus, Ga.; 
Southwestern States, Guarantee Shoe 
El Paso, Tex. 
States, Personal Fit, 
North Central States, 
Frances’ Shoes, Sioux City, lowa; Mid 
western States, Hoskins’ Junior Foot 
wear, Toledo, O0.; Mountain States, Ma 
son’s Shoes, Salt Lake City, Utah; Pa 
cific Coast States, Trani’s Shoes, 
Pedro, Calif. 


Co., 
Plains Shoe 


Tulsa, Okla.; 


San 


Receiving awards for specific 


states and metropolitan areas were: 


Connecticut, Stanley Shoes, New 
Britain; Massachusetts, Arnold's Shoe 
Springfield; Boston, Shoe Outlet; Ver 
mont, DePaul’s Shoe Service, Winooski: 
Western Pennsylvania, 
Green, Pittsburgh; Eastern Pennsylva 
nia, Zimmermann’s, Glenside; New 
York State, Cultrara Shoe Store, Ba 
tavia; New York City, Narod & Sol 
omon, Brooklyn; New Jersey, 
Shoe Store, Moorestown. 


Benjamin 


Carl’ 


Virginia, Winkler’s Shoes, Richmond; 
South Carolina, Greenville Orthopedi 
Appliances, Greenville; Georgia, Lucy’s, 
Atlanta; Florida, Fleet’s Shoe 
Ft. Walton Beach; Mississippi, Penr 
ington’s Shoes, Jackson; Kentucky, 
Howard Curry, Lexington; Louisiana, 
Barbara’s Youth Shop, Houma; Ar 
kansas, Herbert Cox, Little Rock; Ten 
Ray’s Shoes, Chattanooga 


Store, 


nessee, 

Nebraska, Brandeis, Omaha; Mis- 
souri, Claron Shoes, Springfield; Iowa, 
Ford’s Shoes, Cedar Rapids, and R. W 
Jones, Des Moines (tie); Wisconsin, 
Juvenile Shoe Shop, Sheboygan; Mil 
waukee, Stein Juvenile Shoes; I)linois, 
Marsh’s, Joliet; Chicago, Michael's 
Bootery; Michigan, Mickey Dalton, 
Jackson; Detroit, Sol’s Shoes: Indiana. 
Paul Thomas Shoes, Elkhart; Ohio, 
Fleischer’s, Canton. 

Arizona, Cooper’s Children’s Shoes, 
Phoenix; New Mexico, Breece’s Shoe 
Store, Albuquerque; West Texas, 
Breck’s Shoes, Odessa; Texas, Paul’s 
Shoe Service, Waco; Oklahoma, Lisby’s 
Shoes, Oklahoma City; South Dakota, 
Brown’s Shoes, Sioux Falls; Idaho, 
Brownfield‘s Shoe Store, Boise; Utah, 
Greenwell Wecker Shoes, Ogden; Wyo- 
ming, Flory Shoes, Cheyenne; Colo- 
rado, Hi-Lo Shoe Store, Denver. 

Washington, Charles C. Cullen Co., 
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William Douglas {second from left), owner of the Shoe Box, Houston, receives 

Herbst Shoe Manufacturing Company's national “shoe store of the year" trophy 

from George W. Herbst, vice-president. With them are Bob C. Milier (ieft), 

Herbst's southwestern sales representative, and Robert C. White (right), secre- 
tery of Herbst Shoe. 


California, Crystal’s Shoes, La Mirada; 
Los Angeles, Simon Davis; Nevada, 
Lord’s Correct Footwear, Reno. 


Seattle; Oregon, The Junior Bootery, 
Salem; Northern California, Ferguson's 
Sacramento; Southern 


Juvenile Shoes, 


Write for iliustrated material 
THONET INDUSTRIES INC. 
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SHOWROOMS: New York, 
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Frolic Opens a Subsidiary 

JONESBORO, ARK.—Cecil H. 
Yates, vice-president of Frolic Foot- 
wear Company, Inc., has announced 
the opening of a new subsidiary op- 
eration here, along with plans for 
further expansion of other company 
facilities. 

Mr. Yates said the additional fa- 
cility will considerably increase em- 
ployment at Frolic and its subsidia- 
ries. The firm makes women’s ce- 
ment process shoes. Frolic’s heel 
covering and box making operations 
have moved from the main 
plant into a new building, and ad- 
ditional workers hired for this sepa- 
rate facility. 


been 


Vogue Introduces New Lines 

LOS ANGELES — Vogue Shoe, 
inc., has added two new lines to its 
production setup. These will 
merchandised under the names Hol- 
lywood Scandals (26/8 open shoes 
Paganos (24/8 pumps). They 
retail from $12 to $14.95, ac- 
to Sales Manager 


be 


and 
will 
cording Leon 


Levin. 
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Point-of-Sale wens 2d Cards Promote Canvas Line 


% i ae 


These point-of-sale display 
cords are among a se 

which B. F. Goodrich Foot- 
weer and Hood Rubber 
Products are making evail- 
able to “P-F" canvas foot- 
weer dealers. Dick Clark 
of TV's “American Basd- 
stand,” which has Good- 
rich and Hood as a spon- 
sor, is feetered on two 
of the displey cards in 
the series. The cards cre 
produced in eye-catching 
“Da-Glo”" orange by Forbes 
Lithograph Manufacturing 
Company, Chelsea, Mass. 
A variety of sizes is offer- 
ed for placement in reia- 
tion to individual store 

layout. 





Suede-Cleaning Product 
Offered in Industrial Size 


MILWAUKEE—Persuede, rub-on 
suede “dry cleaner,” is now being 
marketed in an industrial size (3” 
square by 4” long) for use by shoe 
manufacturers and tanners. 

The M. W. Yearsley Company, 
Milwaukee, distributor of Persuede, 
said the new size is available in 12 
Company offi- 
cials said the product will help 
manufacturers and leather com- 
panies restore the color and nap to 
suede. 

The Yearsley firm has opened an 
office in Dallas at 2115 N. St. Paul 
St. The company plans to add a 
West Coast distributor. 


colors for all seasons. 


© A. J. Bergren Company, Chicago 
jobber, has named Majestic-Berko 
Sales Company as East Coast dis- 
tributor of three slipper lines, 
Moon Beams, Moon Mocs and Nite 


cover New 
Northern 


firm will 
and 


Owls. The 
York, Connecticut 
Pennsylvania. 


Salesmen for Prime-Tex 


Innersole Materials Named 


MANCHESTER, N. H. 
to handle sales of Prime-Tex 
sole materials have been named by 
Conrad Strickland, president of the 
Prime-Tex Corporation. 

The shoe industry will be served 
in Massachusetts and New Hamp- 
shire by Charles Woolley and Stuart 
Wells, making their headquarters 
with Prime-Tex here; in the St. 
Louis area by Shoe Factories Sup- 
plies Company, St. Louis; in Maine 
by Lawrence Baker, Augusta; in 
Pennsylvania, Maryland and Vir- 
ginia by C. J. McMaster, Baltimore; 
in Wisconsin by Fred Schneider, 
Milwaukee; and in Puerto Rico and 
Cuba by M. Garcia Company, 
ton. 


Agents 
inner- 
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A BETTER FIT FOR 
MORE CUSTOMERS 


WITH l 3 THE INVENTORY 


THAT MEANS A BETTER PROFIT FOR 


You... 


Tingley Rubber Footwear is stocked 


FIRST cnors er 


WITH 
TOP RETAILERS 


for you by a nearby distributor. 


TINGLEY 


RUBBER CORPORATION 
LG LLE AEE LEE IIT 
RAHWAY, NEW JERSEY + Established 1896 


MOUNT JOY 


Genesco Plant Official Is 
‘Community Man of Year’ 


NASHVILLE, TENN.—James D. 
Smith, superintendent of the Cowan, 
Tenn., plant of Genesco, Inc., has 
been named the “1959 Genesco Man 
of the Year in the Community.” He 
was honored for “the greatest con- 
tribution to community welfare by a 
Genesco man reflecting credit on 
himself and his company.” The 
award was established in 1953. 

Mr. Smith was credited with help- 
ing develop youth programs in his 
community and for other services to 
the community, its people and his 
fellow employees. Presenting him 
with a plaque at a luncheon in Nash- 
ville was H. N. Carmichael, 
vice-president and director of South- 
ern shoe manufacturing. 


Genesco 


teceiving honorable mention 
were: 

Jim Grandt, plant 
Crete, Neb.; James O 

department manager at the 
ille, Tenn., plant; Tom 
Moore, plant manager, Formfit Corp., 
Monmouth, Ill.; Sam Bronstein, stock 
fitting department manager, Ted Saval, 
Inc., Angeles. 


Formfit 


Gour iey, 


manager, 
Cor Pp. 

lasting 
Genesco Center 


Los 

Florence Como, senior payroll clerk, 
Delman Shoe . New York; Ed Hol 
man, rg RRC of Genesco’s Ho- 
henwald, Tenn., plant; Grady Sain, per- 
sonnel manager, Hohenwald plant, and 
August Turrentine, shoe at Ge 
nesco’s Nashville plant. 


Lo 


cutter 


© Witch City Leathers, Inc., Salem, 
Mass., appointed the Shoe 
Products Sales Company of St. 
Louis as exclusive agent for its line 
of split leathers in that 
The line includes suede upper leath- 
ers, chrome 


mae 


has 


district 


split soles and linings 


meas. sorys ~~... 
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Trend of the Shows 

A TREND away from the social 
events and toward more helpful and 
educational affairs for retailers at- 
tending regional has 
noted in several localities in the past 


shows been 
year. 

Some retailers interviewed at the 
shows say in effect: “We are busy 
people; we come in to the shows to 
look and to buy, and any aids we 
more shoes and to 
keep up with the style trends are 
We like the 
but after all, we 


can get to sell 


certainly appreciated. 
social events, too; 
do come to work.” 

Shoe all 


leather houses 


travelers pitch in with 
their companies’ aids; 
provide sample skins, and many give 
extra time and effort to tell retailers 
from the New York 


markets what 


far and St. 


Louis the trends ap- 


be in men's, women’s and 
children's shoes. 


The West 


very 


pear to 


Shoe Travelers 
with the 
of their style show luncheon for re- 
tailers during the fall market. Sum- 
maries of trends predictions 
were given by Jack Evans, Joyce, 
Inc., for women’s Warren 
Hickey, Simplex Shoe Company, for 
children’s, and Phil Graffis, Crosby 
Square, for men’s. 

For the shows, the 
Mountain States Shoe Travelers has 
placed a fashion clinic on its offi- 
cial program. Again, retailers from 
the smaller cities and faraway 
shopping areas are given tips on 
trends, construction, colors, silhou- 
ettes and materials. Panel discus- 
the subjects have 
been held at other regional shows. 


Coast 


are satisfied results 


and 


shoes; 


last two 


sions on Same 


‘Let’s Promote Ourselves’ 
“WE as an industry are not pro- 
moting ourselves and getting 
enough young men. We have to 
make our shoe industry more at- 
tractive to young people, and do it 
on a national level. Clinics in high 
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C. ANDERSON 


schools and colleges to instill an 
interest in shoe selling and retail- 
ing could be one answer to our 
growing problem.” 

This is one of the ideas of Texas- 
born D. D. (Tex) Lindley, presi- 
dent of the Mountain States Shoe 
Travelers Association since last 
November. “Tex,” who travels Col- 
orado, Kansas, Nebraska, South 
Wyoming and parts of South Da- 
kota for Town & Country Shoes, 
“lives” his work. 

Another of his pronouncements 


D. D. (TEX) LINDLEY 


is, “There’s no substitute for hard 
work in selling shoes—calling on 
your accounts early and getting 
your merchandise to them on 
time. 


” 


“TEX,” who started his shoe-sell- 
ing career in Penney’s store in 
Mexia, Tex., where he born, 
has lived at 3236 Jasmine St., Den- 
ver, 


was 


since four years ago when he 
joined Town & Country. He 
Penney’s while attending 
Westminster Junior College in 
Mexia, and then served as a first 
sergeant in the U. S. Infantry in 
the European Theatre in 1942-45. In 
service at Jacksonville, Fla., he met 
Helen, a Wac, and they were mar- 
ried in 1943. After the war, he re- 
turned to Penney’s and then moved 
to Dallas where he sold shoes in 
women’s specialty stores until 1956. 

Helen (president of the Women’s 
Auxiliary to the Mountain States 
Shoe Travelers) and Tex have two 


sold 


shoes 


Send contributions to: 
the Road Dept., 995 Lombardi Lane, Lakewood 15, Colo. 


Mrs. Vivian Anderson, Salesmen on 


children, Dwain, 11, and Theda 


Ann, one. 


IN SPITE of Tex’s duties 
president of the MSST and a di- 
rector of the National Shoe Trav- 
elers’ Association, he still finds 
time for his hobbies, fishing and 
spectator sports. He has been a 
member of the Mountain States’ 
board of directors since 1956 and 
various other of- 


as 


has served in 
fices. 

Tex Lindley’s enthusiasm for shoe 
selling is contagious and he can talk 
for hours on the “true Southwest 
hospitality” he finds among retailers 
in his territory. 
“You can’t beat our retailers 
for he declares. 
“They are eager for help and ideas 
from the wholesale level and are so 
of anything 


cooperation,” 


appreciative do 


for them.” 


you 


‘No Conflict with St. Louis’ 


THE Northwest Shoe Travelers, 
Inc., have announced the dates of 
their Fall Shoe Fairs through 1964: 
April 22-25, 1961; May 5-8, 1962; 
April 1963, and April 18-21, 
1964. 

“These shows are scheduled for 
the St. Paul Hotel, St. Paul, Minn., 
and are announced at this time so 
there will be no conflict with St. 
Louis Shoe Shows,” said E. J. 
Trench, association secretary. 


7 30, 
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Recipe for Success 
A VETERAN member of the 
Southwestern Shoe Travelers Asso- 
ciation, who has not missed show- 
ing at a Dallas market since 1934, 
recalls advice he _ received 
from another shoe traveler 26 
years ago. It’s even more applica- 
ble today! Just out of college, Mor- 
ris Cartlidge, Henrietta, Tex., ap- 
proached an old traveler from Free- 
man Shoe Corporation and asked 
him for a recipe for a successful 
career ahead. Mr. Cartlidge, now a 
top salesman with Texas Boot 
Company, said the old traveler 
(CONTINUED ON NEXT PAGE) 


some 
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scratched his head, thought a mo- 
ment, and then said, “I'll tell you, 
man, and I'll tell it with a 
four-letter The hesitant 
young man stammered, “Wh-what 
is the word?” The veteran grinned 
and replied, “W-O-R-K.” 
>. 


young 
word.” 


Southwestern Prexy 
HARD-WORKING Robert T. 
(Bob) Atkinson, president of 
Southwestern Shoe Travelers As- 
attributes much of his 
fact that he has 
shoes hobby as 


sociation, 
success to the 
his 


made selling 


well as his profession. 

A native of Salisbury, Md., where 
he was graduated from high school, 
he now calls Irving, Tex., his home. 
He first traveled Texas with Acro- 
returned to that fabu- 
lous state seven years ago. He went 
with “21’s” but stayed on after the 
consolidation Texas, 
Oklahoma, Kansas, Arkansas and 
New Mexico as representa- 
tive for the Shoe Com- 
pany, division of Genesco, Inc. 

In fact, Bob Atkinson is known 
from Baltimore through the Mid- 
west and the South into the South- 


bats, then 


and travels 


sales 


Valentine 


Your Customers 


Buy Good Shoes 


MELTONIAN 


SALOIAON & PHILLIPS 
New York 16, N. Y 


ROBERT T. ATKINSON 


He 
salesman with McCormick & 
pany, Baltimore, selling spices and 
extracts, but after 10 years he en- 
tered the shoe field. 
. + 7 

WHEN he’s not selling shoes, Mr. 
Atkinson admits he found 
fishing on Lake Texoma or just en- 
family life. The Atkinson 
are a 12-year-old daugh- 


traveling 
Com- 


west. started as a 


may be 


joying 
children 
ter and two boys, 13 and 20, the eld- 
est a student at the University of 
Dallas in Irving. 


Mr. Atkinson has been on the 
board of directors of Southwestern 
Shoe Travelers for seven years. He 
served as treasurer and vice-presi- 
dent before becoming president. 

“What would I like to see hap- 
pen in the shoe travelers?” he asks. 
“Closer cooperation. I'm enthusias- 
tic the benevolent fund, but 
we've got to find means of 
putting it across, especially to the 
hun 


over 
some 


need 
order to 


younger salesmen; we 


more members in 
provide minimum 


families in case of emergency.” 
— . . 


Back on the Road... 

Marion L. Moneyhun of Charles- 
ton, W. Va., 
Virginia, Kentucky and West Vir- 
ginia for D. Myers & Sons, Inc., 
Baltimore, recovered suffi- 
ciently from 
fered in an automobile accident on 
the road to return to his regular 
trade his fall His 
was a case of another well-known 


dreds 
payments to 


sales representative in 


has 


severe injuries suf- 


with new line. 
traveling man who became an ac- 
cident victim when a truck jack- 
knifed. Mr. Moneyhun was _ hos- 
pitalized for six weeks. 
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KING FLEXIBLE 


FOOT KING means BUSINESS! 


THE A. S. KREIDER & SON CO. 


and 
LIVELY! 
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JOBS 
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Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Men's, Women's and Children’s 


For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Will Buy Your Close Outs 
Short Leases Assumed 








Italian-Made Dress Flats 
Imported by Chicago Firm 

CHICAGO—Tess Import Corpora- 
tion, a newly organized firm, is spe- 
cializing in the sale of an Italian 
factory’s complete output of closed- 
up dress flats. 

President of the 
Chicago company 
is Ernie Levin, a 
veteran of 40 years 
in the retail and 
wholesale seg- 
ments of the shoe 
industry. Sol Gaer, 
with 30 years in 
retailing, is secre- 
tary of the corpo- 
ration, and Anton 
Ponos, an experi- 

man, is 


ERNIE LEVIN 


enced factory vice-presi- 
dent. 

The firm’s current line, styled in 
Italy on American lasts, retails 
around $8.95. The company has 
also added men’s fall and winter 
chukka boots, and announced plans 
to include women’s open casuals 
and men’s dress types later. 

The Tess firm has offices at 173 
W. Madison St., Chicago. 


Wasco Names Canada Agent 


CAMBRIDGE, MASS. — Wasco 
Products, Inc., has announced that its 
new product, Aqua-Celastic, will be 
distributed in Canada by the United 
Shoe Machinery Corporation of Can- 
ada, Ltd. Aqua-Celastic is a flat 
counter material with water-based 
activator. Large-scale production 
trials are being planned by Cana- 
dian volume shoe producers, accord- 


June 15, 1960 


For Over 45 Years 


Headquarters For 


CANCELLATION 
STORES 


Quolity Brands Lowest Prices 


Lorgest Stocks All Price Ranges 


Stie Fiitias 
MOSINGER -COHN 


235 Washingt 








MA 1-3363 





ORTHOPEDIC FOOTWEAR 





You con depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 

"While in town see Weil” 


New York Sample Room: 
138 Duone St., NYC 


Quality shoes since ’8? 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 





BOX HANDLERS 





TARSO SUPINATOR SHOES® 


—for week or flat feet — 
. prescribed by doctors 

as the modern corrective 

shoe for children. 

Mede and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


| 332 Seuth Broadway ” Yonkers, N. Y. 


ing to Lucian Ouellett, United Shoe’s 
Celastic expert. 


New Line from Dallas 


DALLAS—Ben Miller of Dallas 
is introducing a new line of shoes 
out of this city under the Hon-eze 
label by Casual-Craft Footwear 
Company, Dallas. He has opened 
his headquarters in the Santa Fe 
Building. The new line, made to re- 
tail for $5.95 includes flats; single, 
double and triple-needle toes for 
women; Queen Annes, and ankle- 
high and laced boots. 





LONG ARM* 


Long 
Ladders 
Shorten 


LIVES 


Let Long Arms reach 
the high shelves for 
you and ovoid folis 
and heart strain. Long 
Arms with 24 36 
48" and 60" handles $3.95: with 72" handles 
$4.9. Postage prepaid in USA. What length do 
you need? Specify if for men's or women's boxes 
Your jobber or 


CARL BEEMAN 
Cedar Heights Rd 





Stamford, Conn 





GIVE-A-WAYS 








PURE FRUIT LOLLYPOP 
600 COUNT $3.75 
Large Size Ship Anywhere 
FRESH PAK CANDY CO. 
455 Bayview Ave., Inwood, L.I., N. Y. 
FR 1-2590 
INDIVIDUALLY WRAPPED 














Personnel 





PHILIP ODELL 


LESTER GOLDSTEIN 
Pp Named Tanner 


romoted 


Promoted... 


Lester Goldstein, from metropoli- 
tan New York sales representative 
to field sales manager for Belgrade 
Shoe Company, Auburn, Me. He will 
be responsible for sales of the com- 
pany’s unbranded lines and will as- 
sist Dan Miller in sales and styling 
in the Moxees division. 

Jack Ansley, from advertising 
manager of the Fortune division of 
Genesco, Inc., Nashville, Tenn., to 
assistant division manager. He suc- 
ceeds Charles Willis, now product 
manager for men’s consolidated 
lines. 

Philip Odell, to tanner at Colo- 
nial Tanning Company’s Hartnett 
division, Ayer, Mass. Mr. Odell has 
serving as tanner’s 
at Aver under Harry E. Damon, Jr., 
plant manager. 


been assistant 


Appointed... 


Justin J. Blauner, executive vice- 
president of Dr. Posner Shoe Com- 
pany, New York. He will 
President Herbert Posner in admin- 
istration and will concentrate on 
the company’s retail sales develop- 
ment, especially in the junior de- 
partment store field. Formerly he 


assist 


RALPH BIANCO GERALD MOTENKO 


E. PATRICK MEYERS 


JUSTIN J. BLAUNER 
Sales Manager 


Executive VP 


was president of Blauner’s, women’s 
and children’s firm in 
Philadelphia. 

E. Patrick Meyers, sales manager 
of National Transparent Plastics 
Company, Springfield, Mass., a divi- 
sion of The Servus Rubber Com- 
pany, manufacturing plastic boots. 
His headquarters will be in New 
York. Mr. Mevers formerly was as- 
Sales 


specialty 


sistant sales manager, Lucky 
Company. 

Charles F. Willard, 
data processing and paymaster for 
Endicott Johnson Corporation, Endi- 
cott, N. Y. He the 
planning operations of the 
company’s data 


manager of 


will direct 

and 
new electronic 

processing system. 

George Raven and Manny Cooper- 
smith, sales representatives for Bel- 
grade Shoe Company, Auburn, Me 
Mr. Coopersmith will cover New 
England, replacing Arthur Gold- 
man, now with K L Shoe Company 
Mr. Raven will cover Metropolitan 
New York, Long Island, 
New York and Northern 
sey, succeeding Lester 
see Promoted). 

Darryl Faith, sales representative 
for Edwin Clapp & Son, East Wey- 
mouth, Mass. He will cover Western 


upstate 
New 
Goldstein 


Jer- 


FRED McKAUGHAN ALLEN JONES 


DARRYL FAITH 


M. COOPERSMITH 
Sells for Clapp 


Joins Beigrade 


Pennsylvania, New York, Ohio, In- 
diana, Illinois, Michigan, Wisconsin 
and Minnesota, selling the Edwin 
Clapp line as well as the Matrix and 
Gauntlet lines for men. (He sold the 
latter two previously, before Clapp 
acquired them from the Milford 
Shoe Company. 

Vaun J. Pickett, West Coast divi- 
sional sales manager for Plymouth 
Shoe Company, Middleboro, Mass 

Robert Birks, sales 
tive for John A. Frye Shoe Com- 
pany, Marlboro, Mass., traveling the 
Middle Atlantic states. 
the late Henry Alberts 

Ned Anderson, sales representa- 
tive for Palizzio, Inc., and Domini 
New York, the 


Coast 


representa- 


He succeeds 


Romano, covering 
West 

Robert F. Sweatmon, 
representative for House of Crosby 
Square, division of Mid-States Shoe 
Milwaukee, 


and Louisiana. He 


Jr.. sales 


Company, covering 
Southern Texas 
succeeds the late John H. Elledge 

Ralph Bianco, Gerald Motenko, 
Fred McKaughan and Neil Willson, 
representatives for The 
Milwaukee 

Southern 


sales 
Hampton Corporation, 
Mr 
New 


and Maryland, with 


Bianco will cover 
Virginia, Delaware 


tahway, N. J., 


Jersey, 


ROGER T. RIEHMAN EDWARD H. KELLY 


Named by Hampton Also at Hampton Also with Hampton To Baby Deer Joins RIGOR Named by Justin 
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VAUN J. PICKETT 


ROBERT BIRKS 
Named by Plymouth 


Joins Frye 


as headquarters. Mr. Motenko will 
cover Chicago 
Mr. McKaughan will travel 
souri, Arkansas and Kansas 
Fort Smith, Ark., as his base. Mr. 
Willson, of Bellevue, Wash., will 
sell in Washington, Idaho, Oregon, 
Utah, Montana and Wyoming. 

Allen Jones, sales representative 
for Baby 
Trimfoot 
Mo., covering 
Michigan. 
headquarters. 

Quentin E. McCredie, art and lay- 
out director in the advertising de- 
partment of Freeman Shoe Corpo- 
ration, 

Roger T. 
sentative 


and 
Mis- 
with 


and suburbs, 


Deer Shoes division of 
Company, Farmington, 
Ohio and Eastern 


Columbus, O., is his 


Riehman, sales 
for Roberts, Johnson & 
division, International Shoe 
Company, St. Louis, assisting Fred 
Koch in Greater Chicago. 

Edward H. Kelly, sales represent- 
for Justin Boot 
Worth, traveling 
Michigan. Cle, 


repre- 


Rand 


ative 
Fort 


and 


Company, 
Ohio 
eland is his 


Tex., 


headquarters. 

Robert Goldberg, manager of In- 
Shoe West 
Coast retail operations, a new posi- 
with ISCO. His 
be in Los Angeles 


ternational Company's 


tion 
] 


} 
Wii 


headquarters 
] 


ROBERT GOLDBERG 
Appointed by ISCO 


MAX SIEGAL 
Sells for Cobblers 


June 15, 1960 


R.F. SWEATMON, JR. 
To Crosby Squore 


NED ANDERSON 
Palizzio Salesman 


Max Siegal, sales representative 
for California Cobblers, Los An- 
geles, covering the New England 
territory, including Upper New 
York State and Connecticut. 

Joseph B. Leavy, technical service 
for footwear 
sory sales in the fabrics division of 
E. I. du Pont de Nemours & Com- 
pany, Wilmington, Del. He was for- 
market 
cialist in the same division. 

Robert C. Erickson, sales 
for R. L. Stiles & 
pany, Glenside, Pa., representatives 


manager and 


acces- 


merly a development spe- 
repre- 
sentative Com- 
of tanners and related companies. 
He will assist in covering Pennsyl- 
vania, Maryland and Virginia. 
Harry Ryan, handling sales pro- 
motion in the Midwest for Compo 
Shoe Machinery Corporation, with 
headquarters in the St. Louis office. 
Melvyn Z. Kaslow, sales manager 
of all textile 


divisions of Pellon 


Corporation, New York. 


Resigned... 


Michael Shuman, from Desco 
Shoe Corporation, New York, 
where he vice-president. He 
about 10 
and was responsible for designing, 


was 


was with Desco years 


styling and production. 


ROBT. C. ERICKSON 
Joins Stiles 


HARRY RYAN 
Named by Compo 








CASH 
Lie 


Get ready now for biggest 
volume sales you ever had 
on nationally advertised 
DR. SCHOLL’S FOOT 
COMFORT* WEEK! 


Get in your Window Dis- 
play of Dr. Scholl’s Aids 
for the Feet NOW! 


VERY of 110) ks 


FOOT COMFORT WEEK 











Remember the time — 
June 18 to 25 


* Foot Comfort Reg. U.S. Pat. Off. 














For SOLID SALES 


in the 


solid value shoes 


the solid vralue shoe 


IN PHILADELPHIA, DELAWARE, 
MARYLAND, WASHINGTON, D. C. 


Cc. A. MAYER 
311 WESLEY ROAD 
OCEAN CITY, N. J 
PHONE: EXport 9-3782 


W. L. KREIDER'S SONS MFG. 
Co. Inc. 
BOX 311, PALMYRA, PA. 











Wenton Starts Production 
In Boyertown, Pa., Plant 


READING, PA. — Wenton Shoe 
Manufacturing Company, Inc., has 
started production of children’s 
shoes in a plant in nearby Boyer- 
town, which was formerly occupied 
by M. Beckerman & Son, Inc. The 
Beckerman firm has shifted all 
manufacturing operations to Read- 
ing (RECORDER, June 1). 

Seymour Perlis, vice-president of 
Wenton Shoe, said his company is 
retaining its plant in Kutztown, also 
near Reading. At Boyertown, Wenton 
was expected to employ between 250 
and 300 persons. The Wenton firm 
also maintains a plant at New Ber- 
linville, Pa., under the name Linville 
Shoe Manufacturing Company, Inc. 

Production at Boyertown is ex- 
pected to total 150 cases a day. 


© The Grilk & Gnecco Leather Cor- 
poration, Peabody, Mass., has added 
aniline drum-dyed and aniline-fin- 
ished lambskins to its line of shoe 
lining leathers. They are available 
in a wide range of colors. The S. H. 


16 @% eet OFF 


SEE KLEENETTe BOOTH 89 


Doerner Company, New York, has 
been appointed sales representative 
for metropolitan New York. 


Canadian Agent Appointed 
For Poron Insole Material 


ROGERS, CONN.—Rogers Corpo- 
ration has named the United Shoe 
Machinery Corporation of Canada 
as its Canadian sales representative 
for Poron, a micro-porous poly- 
vinyl chloride insole material. Rog- 
ers recently started volume produc- 
tion of the material. 

Developed by United Shoe Ma- 
chinery Corporation, Poron was ac- 
quired by the Rogers firm in No- 
vember 1958 through an agreement 
to buy USMC’s patents and other 
rights. Rogers Corporation is in- 
stalling equipment to make 24-inch 
rolls of the material from which 
sheets can be supplied. At present 
ll-inch-wide rolls are being pro- 
duced on a continuous basis. 

Poron is aid foot 
fort by dissipating perspiration 
quickly, by staying flat and smooth 
and by preventing mold growth. 


said to com- 


co ete & 


Free Kleenette 
Folders and 
Merchandising Togs 
for Kleenette 
Uppered Shoes . . . 


Write for Samples 
A.H.Ross & Sons Co. 


Cheoge 72, ithnon 


SPRING LEATHER SHOW 


‘210° Eastern Division Golf 
Tourney Set for June 29 

BOSTON—The Eastern division 
golf tourney of The 210 Associates, 
Inc., industry philanthropic founda- 
tion, will be held Wednesday, June 
29, at the Blue Hills Country Club, 
Canton, Mass. Chairman of the golf 
committee is Ted Porosky of A. 8S. 
Burg Company, Boston. 

Three silver bowls will be awarded 
to the low net winners in three golf 
divisions, and a large Paul Revere 
Bowl to the low gross winner of the 
day, based on state handicaps. In 
addition golf prizes will 
awarded in a special Shawnee tour- 


80 be 
nament. 

The 210 tourney is limited to per- 
allied 
As- 
sisting Mr. Porosky will be Joseph 


sons in the shoe, leather and 
trades, the committee has ruled 
Bloom, A. Sandler Company; F. 
Keats Boyd, B. A. 
Company; Ted Poland, 
Shoe Company, Ralph Barr, 
Barr-Bloomfield Mfg. | 


Corbin & Son 
Sudbury 
and 

Shoe om 


pany. 





Did you know that you 
have no time to lose get- 
ting in your Window Trim 
on our bigger than ever 
nationally advertised 


VERY Ye) Lk 


FOOT COMFORT WEEK 
June 18 to 25 


* Foot Comfort Reg. U.S. Pat. Of. 
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Wanted to Purchase 








M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B’dway New York City 
Tel. Beekmen 3-0141-2 

















WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnaut 6-2042 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 











MERCHANTS’ NEEDS 





‘GS 


PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 





SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tlen . . . quality men's, 
women's and children’s shoes. 


by! > FOR OVER 45 YEARS 


MOSINGER - COHN 


Ma 1-3363 


SETH GAFFIN Shoes 
(formerly Broitman-Gafin) 
144 DUANE ST 
NEW YORK 13. N.Y. 
BE 3-7290 





BARIS BUYS for CASH 


Quick decision on your offers of discontinued and 

BARIS surpivs men's, women's and children's shoes. 
: Also compiete stores considered 

Saboetiation ‘snece sobs le Pine Shoes Prom Flee Sources Since 1931 


19-81 Reade St. ° Hew York 7, KY. © Tek WOrth 2-5188 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS 
COMPLETE SHOE STOCKS 
LEASES ASSUMED 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 











WE PAY MORE f.cause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. L., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1|-9830 

















VINCENT EDWARDS & CO. 
World's Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special 
short term trial offer. 


Name 
Company 
City 














VINCENT EDWARDS & CO. 
342 MADISON AVENUE 
NEW YORK CITY 


June 15, 1960 





TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Usion City, N. J. 
Phone or Wire Collect 


UNion 3-6413 











Classified and Want Ads 








WANTED TO PURCHASE 





FIRST CALL.... 


We're always ready to BUY your E D DY 


* COMPLETE STOCKS * CLOSE-OUTS 
* CANCELLATIONS 
GET TOP DOLLAR * SPOT CASH 


EDDY SHOE CO. 
Always Reliable 


132 N. 4th St. 
Phila. 6. Pa. 


Phene or Write 
WA 5-9533 or WA 5-3927 


SALESMEN WANTED 











THOMAS SHOES FOR MEN 


Nationally Advertised in EBONY—PLAYBOY 
Magazine Immediate openings n these 
territories: Missour So. IlHinols; Louisiane 
Mississippi Texos: California Washington 
Oregon. Enclose photo, resume, references to 


BRILLIANT BROTHERS COMPANY, Boston 11, Mass 











KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 


SALESMAN WANTED for 
nfants’, Childs Miss 
v Kn 

















SIDELINE SALESMEN WTD. 


OPPORTUNITY! 


We have several openings for side 


WILL BUY 


ANY PART OF YOUR SHOE STOCK: 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass 

















ANTED: HIGH STYLE SHOE STORE line representatives for our won- 
California Center of 60 Stores. N derful line of open-stock, in-stock, 
Center ( LORD, 6744 Mag 


Riverside, Ca 


low-priced Juvenile Footwear. All 
open territories are well established. 


6% commission, plus bonus. Write. 
NEIL CARLSON, SALESMANAGER 


SEABOARD NATIONAL SHOE COMPANY 
22 $ Hanover St., Baltimore 1, Md. 





DISPLAY 

















Cameron Company Displays 
500 Echo Lane, Glenview, Illinois mcg, a gh 


New and originals in plastics and displays 0 . 
‘To the man who cares about INC rter Place, I 


MANUFACTURER OF LOW PRI 
FAST SELLING vi 


PLASTI FOOTWEAR 
» | ster, M 


his windows” 

















WANTED SALESMAN 


For Sole Leather. Must have good 
following among Shoe Manufac- 
turers. Confidential replies 


Box 738. BOOT & SHOE RECORDER 
Chestnut & S6th Streets, Philadeiphia 19. Pa 











HELP WANTED 








Let us re-do your windows 
Send for one of our experts 


FOR SALE 





JACK CAMERON, GUY MALLOY 
JACK L. CAMERON, JR. 








FOR SALE: FAMILY SHOF STORE 
SHOE REPAIR SHOP. Established 39 
Tor umes. South Western M 





Brand 
Hoover Shoe St 


Dowagiac, Michig 





BUSINESS OPPORTUNITY 





ESTABLISHED LADIES’ SHOE STOR} 
FOR SALE. Nat i advertised Lines. F 





THIS 1S SELF SERVICE a 
REVOLUTIONARY WEW FOOT MEASURING DEVICE & 56th Streets 
Customer obtains own size easy as bath scale. 
Automatic but plicated 1 e once 
produced Financial help or sell Patent rights. SHOE STORE 
Contact Heights, Ilix are 
Vv. WEIL Owner must « because of h 
818 Third Avenue, Renton, Washington Box 743, Boot ann Snore Recorner, Chestnut 
& S6th Streets, Philadelphia 39, Penna 
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SHOF CHAIN EN! 


PACKING Ré POREMAN 
Louw 


r 


HIGH GRAD 


MANUFACTURER interests 
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to a profitable 
start with 


A cyclist takes as much pride in 
his boot as he does his machine. 
To a military man, the boot adds 
the finishing snap to the uniform. 
And to the boot seller, it’s the 
Goding “Wellington” boot that 
adds the profit, because it’s the 
preferred boot. 


This fine boot is built to the 
exacting specifications of the Aus- 
tralian aviators who originated it. 
Like all other famed Goding boots, 
all sizes for men and boys feature 
Goodyear Welt Construction. The 
careful attention paid to every 
glamorous detail sells a customer 
not just once, but from now on, 
because they deliver more style 
and wear for less money... 
with a full mark-up for you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 

















Top Quality For Top Bonds at Lower Temperatures 


Lower temperatures at heat activation . . . high initial bond . . . fast dry are a three-in-one 
771 


combination of features you get only with SUPERGRIP 677! 

Activation temperatures are up to 50 degrees cooler than similar cements —- help give you a smooth, 
top quality bottom. The higher initial bond, shorter legs and faster drying eliminate stacking 
problems and production bottlenecks. 

Get complete information about SUPERGRIP 677, and all the other SUPERGRIP Sole 
Attaching Cements, from your United representative. He is ready to help you achieve both 

lower costs and superior quality by recommending the right SUPERGRIP Cement for every job. 


Call or write today. United Shoe Machinery Corporation, 
140 Federal Street, Boston 10, Massachusetts. Jnited. 


CEMENTS 


THE (BME CATALOG... YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 
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The Meeting of Professional Minds 


and Child Life Methods 


is measured in direct personal results for CHILD LIFE Dealers 











1 of professional men to prescription shoes spurs growth 
success for the dealer building a ‘feature shoe” business. To 
; end Child Life carries a constructive, ethical product image to 
the physicians by these methods 
ADVERTISING IN PROFESSIONAL MAGAZINES — {a 
} 1ufacturer 
CONVENTION ATTENDANCE 
are told who their local dealer is 
is sent to the local « dealer 
DIRECT MAIL CONTACT by the factory continuously carries the name 
1 dealer to the doctor 
PERSONAL DEALER-DOCTOR CONTACT is encouraged by a 
planned program for the dealer. It builds mutual confidence and 
respect 
It is this agreement of professional minds with Child Life methods 
that produces so satisfactory a direct referral business for Child Life 
dealers. We would welcome the opportunity to show you the many 
specific advantages you gain from Arch Feature Shoes and the 
services that Child Life provides. 


HERBST Shoe Manufacturing Company P. O. Box 2005, Milwaukee 1, Wisconsin 








IT TAKES ATRIDE Rites TO “TAKE” SUMMER! 





Only a real shoe could stand all their run, run, running up mountainside, countryside, across 
sand lot, vacant lot. Tell your customers how important it is for children to get good shoe pro- 


tection at any time, all the time. 
Play it cool. Get behind summer Stride Rites with everything you’ve got. . . windows, floor dis- 


plays, ads. Hot or not, you'll do business! 


Green Shoe Mfg. Company, Boston, Mass. 
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